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HENCE—DEALERS’ SALES ARE STEADILY INCREASING 


NATIONALLY ADVERTISED 


in 33 prominent. farm publica- 
tions and 100 newspapers @ @ 





MADE BY A FIRM WITH 96 YEARS OF CHEMICAL EXPERIENCE 





HARDWARE AGE 


Hardware Age, published every other "Thursday by ire on Age Publishing Co. Publication Office, N. W. Cor. 56th and Chestnut Sts., a Pa. Executive Offices, 239 W. 
39th St., New York, " Y. Entered as second-« lass matter March 24, 1933, at the Post Office at Philadelphia under the Act of March 3, 1879. (Printed in U. 8. A.) $1.00 
per year. Single copies, 15¢. eaeh. Vol. 135, No. 2. 


























Our Advertisin g 
is YOUR ADVERTISING 


Take advantage of it by displaying 


YALE PRODUCTS 


HE PURPOSE of our consistent na- 
tional advertising campaign is to send 





people into your store to purchase 
YALE Locks and other products. We say that 
it is your advertising as well as ours because 
unless it sells merchandise for you it is not 


productive to us. 


We do know that YALE advertising is pro- 
ducing results. ‘We have direct evidence of 
that fact in the numerous letters we receive. 
Merchants who cooperate most effectively— 
by installing YALE window displays and by 
featuring YALE padlocks, Auxiliary Locks, 
Door Closers and other products—will share 


most liberally in the profits. 


When you sell YALE Locks you sell, not 
merely locks, but the utmost in home pro- 
tection. Our advertising is telling millions 
of families about the necessity for real secur- 
ity for entrance doors and stressing YALE 
Quality. A reminder from you to your cus- 


tomers will clinch many a sale. 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN. 





Motes P. 


me 
STEEL BAR | 
of protection 


HE above illustration shows how YALE 

Auxiliary Locks were advertised in the 
January Sth issue of The Saturday Evening Post 
and January House > Garden. 
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DE LUXE 
ASSORTMENT No. 3 


3 5-6 Dozen Varnish and Wall Brushes 


DE LUXE 
ASSORTMENT No. 4 


Same display as No. 3, but containing 
brushes with heavier and longer bristles 


A BRAND NEW IDEA IN 

BRUSH MERCHANDISING 

. » . GUARANTEEING A 
PROFIT OF 50% 


THE 1935 way to sell paint brushes . . . more paint brushes! And it 
was planned and designed from beginning to end for your outlet 
.. the hardware store. 

You buy your entire brush stock and displays in one deal...a 
compact set of four colorful and eye-appealing counter merchan- 
disers holding a condensed but complete paint brush line, limited 

to the most popular sizes and styles—from 1 to 4”, retailing from 
10¢ to $1.00. Refills can be made from open stock. It gives you 
Let’s have your inquiries! Give us the name ot all the advantages by eliminating chance for duplication and 


your nearest jobber and we'll have a represent- insuring quick turnover. 
ative call with samples of these striking new 
Star Brush Merchandisers. STAR BRUSH MANUFACTURING CO., INC. 


Hunters Point Ave. and Manley St., Long Island City, N. Y. 
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NEW 


FEDERAL TRADE-IN PLAN 


1 5 FOLLOWING PAGES ~~ 


JANUARY 17, 1935 _ 








FEDERAL 
“Chip-proofed Stainless” 


GUARANTEED ENAMELWARE 


The line that leads the world in dollars and 
cents volume—also leads the world in 1935 
dealer opportunity ... Here is a forceful, sim- 
ple plan based on the strongest buying motive 
—something for nothing—a 30 day plan, 
certain of success... Picture your customers 
with a cupboard full of old, unsanitary, battered 
utensils and being told they are worth 50c a 
piece ... There is the idea. A 50 cent trade-in 
allowance on any old utensil, regardless of its 
size, type or condition, on each piece of Federal 
“Chip-proofed Stainless” Guaranteed Enamel- 
ware sold between February 15 and March 15. 
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FREE 
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THE SATURDAY SYENING POST 
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CHIPPROOFED STAINLESS 
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FAMILIES 


HWW TO Cf} 


ON NATIONAL RADIO IF THEY TRY ONE 


Re ue ti Chey'll Buy Nore 
3? Nfations --- 120 Broadcasts 


PRACTICALLY : 


IMacdel bal iilelil-m tele FV, who buy one piece of this ware soon purchase 
a complete set... That is fact... This trade- 



















Records show that 8 out of every 10 women 


in offer is made for the purpose of getting 22 
out of every 25 American Housewives to try 
at least one piece of Federal “Chip-proofed 
Stainless” Guaranteed Enamelware on their 
own stoves... The result is that they will be- 
come regular, satisfied, eager-to-buy custom- 
ers of some store... Your newspaper adver- 
tisements, Window and Counter Displays will 
make that store your store... It’s up to you. 


You can’t delay. Ask your jobber . . . today. 
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FEDERAL ENAMELING & STAMPING CO. — 
(PITTSBURGH PENNSYLVANIA __ @ 
World’ 's largest manufacturer of enameled kitchenware. 
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T’S a merchandising plan—and 


IT | 7 ry | inl ty a real one! 


a ‘|i aw 4 IZ It works! . . . We know it works! 
bs a IO pad ay S euameuney 


(gS Ly i N Frundieds of dealers know it works, too— because 
Rig Trtoks Blaphe into their stores. 


a Haid it ill bring ’em into Your Svore. 


/ a 





i S easy) o get the details. Just sign and mail the coupon. Total 


oR, lone-three-cent stamp. 


Fhere’s going to be a lot of paint sold this year. But the business 
is gbing\to the dealers who go after it intelligently. 


/) | 
| a ( The’ Glidden Merchandising Plan tells you 4ow to do it—and it 


actually gwarantees you a sales increase. 


That’s a pretty strong statement? You bet it is. You see we 4vow 


by actual experience that this plan "lin 


works! We know that it increases He Ma 
o 


volume and profits for every paint 


dealer who uses it. 


Clip the coupon right now—while you 





are reading this! Fill it in—and mail 
it. You'll find that it is the key to a 
golden opportunity to make yourself 
big money in 1935! 
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—and Here’s another thing that Glidden is doing 
to help you (entirely apart from the merchandis- 
ing plan). 

It’s national advertising ! Advertising to a combined 
audience of over 14 million people—good, solid, sub- 
stantial, intelligent people — people who live in 
cities, towns, villages, and on farms—men and 
women—all prospects for paint, and plenty of it. 
Glidden advertising will appear regularly this year 
in the Saturday Evening Post, Collier's, Ladies’ 
Home Journal, Women’s Home Companion, 
Good Housekeeping, Better Homes and Gardens, 
and American Home. 

It is persistent advertising—the kind that keeps 
taking the Glidden story into the homes of your 
prospects. And what a story Glidden has—a com- 
pany that is doing an international business—that 
operates plants all over the country—that controls 
production all the way from raw material to fin- 
ished product—guaranteeing quality, and assuring 
prompt delivery. 

Extensive research and development work have 
enabled Glidden to give the trade and the public 
exactly what they want—and, as a result, shrewd 


THE GLIDDEN CO., Cleveland, Ohio 
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dealers are making money with the Glidden line. 
It’s profitable. 


And Here’s Another Interesting 
Money Making Proposition 


Here isa Special Counter Display and Demonstrator 
that se//s Ripolin Q. D. (quick drying) Enamel. 


The Ripolin Assortment comes in white, and six 
popular colors selected by Miss Grace Cornell, 
national authority on design and decoration. 


In addition to the actual assortment, the counter 
display and the Demonstration board—we include 
a window banner, handbills, 
color cards, and “‘free gift’’ 
yardsticks. 

Thiskind of advertising getscus- 
tomers into your store—and the 
demonstration sells them. We 
are offeringtwo different popular 
priced assortments — complete 
with merchandising and adver- 
tising materials. Each shows 
the dealer an exceptionally fine 
profit. Fill in the coupon below. 
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O* the opposite page are shown the “Carborun- 
dum” products that have a real seasonal appeal 


for farmers, gardeners and householders. Stock all 
these items. Display them with farm and garden tools. 


Order from your jobber today. 
CARBORUNDUM AND ALOXITE BRAND SCYTHE STONES 
—backed by years of popularity and prestige. 


CARBORUNDUM BRAND No. 57 FILE—the most useful 


of all abrasive tools for the farmer and gardener. 


THE CARBORUNDUM 


REG. U.S. PAT. OFF. 





CARBORUNDUM BRAND No. 46 HOME AND GARDEN 
STONE—for household knives and garden tools. 
CARBORUNDUM BRAND LAWN MOWER SHARPENER- 
the simple, practical home sharpener that made sales 
records last year. 3 
CARBORUNDUM-MADE FLINT PAPER—for the army of 
Spring painters. Get it in the Handi-Pac Carton 
assortment. The Handi-Pac keeps your stock clean, 


straight, and free from torn edges. 


COMPANY 


NIAGARA FALLS, N.Y. 





Canadian Carborundum Co., Ltd., Niagara Falls, Ont. Sales Offices and Warehouses in New York, Chicago, 
Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids; Toronto, Ont. 
(Carborundum and Aloxite are registered trade-marks of The Carborundum Company.) 
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WOOSTER offers these new 


and exclusive features that 
will sell BRUSHES for you 

















WOOSTER SAMPLER SWINGING DISPLAY 
A complete brush selling system and a 

€ colorful display combined... the 

greatest brush selling plan ever devised. 


WOOSTER TABLE-TOP REFILL DEALS 
A simplified fill-in stock and 
table-top display. Sells more > 

and better brushes. 






WOOSTER'S GENUINE 
SOLID CENTER STUCCO BrusH 


Another Wooster innovation CLEANER [20 


By Woosrss 





‘ ? 
“| Woosrss Mavsnes 
ae STE had 






AMAZING NEW 
< WOOSTER 
NOTAX 





A THE WOOSTER 


MODERN BASKE! DISPLAY FOSS-SET PROCESS 


FOR BRUSH CLEANER BY WOOSTER Greatest improve- > 
ment in brush 


moking, 























WOOSTER SHASTA 


The most imitated 
brush in America. 


If it's worth B, 
Irs worth 0 bene SNE 


Woosrtr 





CREAM OF THE CHINA BRISTLE CROP CONTINUOUS ADVERTISING 
Selected by experts for WOOSTER BRUSHES. TO BRUSH USERS EVERY TYPE OF SUPPORTING MATERIAL 


WOOSTER s BRUSHES 








THE WOOSTER BRUSH CO., Wooster, Ohio Name re City 
Please send me full details of your SAMPLER BRUSH 
SELLING SYSTEM. a a 
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“We stock | 
COLUMBIAN 
to avoid 
complaints” 


. writes Mr. W. M. Hoffman of the E. E. 


Jameson Hardware Company who sent photes 









Interior of E. E. Jameson to show how this hardware store uses Colum- 
Hardware Store at 


Fairgrove-Michigan 






bian dealer helps and display material. 





Hardware dealers who handle the guaranteed 
Columbian Tape-Marked Rope agree with Mr. 
Hoffman. Years of selling experience have proven 
to them that Columbian is the trouble free and 
profitable rope to handle. Their customers ask for 
the rope with the red, white and blue marker yarns. 





Many dealers have built up an excellent rope 
business by stocking Columbian exclusively. Its 
high quality is appreciated by all classes of users. 
Columbian has satisfied them by keeping pace 
with the times. Hence, you will find in Columbian 
the’ most flexible rope on the market, regardless of 
how wet it becomes. It is a leader in waterproofing. 
It does not kink and is perfectly balanced. 





Using COLUMBIAN In fact, Columbian possesses every feature the 
display material to user has always hoped for, including an extra long 
good advantage. life of dependable, every-ready service. 


COLUMBIAN ROPE COMPANY 


352-80 Genesee Street 
Auburn, “The Cordage City”, N. Y. 


Branches: New York Chicago Boston New Orleans 


(OT UMBIANS:*°ROPE 


PURE MANILA 








FOR USE IN 
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S p ring ‘Painting 


HERCULE eee x 
TURPENTINE 


Hercules Steam-distilled Wood Turpentine, a guar- 


anteed pure spirits of turpentine, is recommended 
as the best paint and varnish thinner available. 

‘It comes to you fresh and sparkling. Besides 
these advantages, it also has a pleasant, agree- 
able fragrance. 


Hercules Steam-distilled Wood Turpentine is 
packed in handy 1-quart cans (20 to the case), 
1-gallon cans (10 to the case), and 5-gallon cans 
(2 to the case), also in 30- and 50-gallon drums. 

Prices do not change weekly but remain con- ; 
stant for as long a period of time as possible. 

Ask your jobber for quotations. We shall be 
glad to send you further information upon receipt : 
of the coupon below. K 


HERCULES NAVAL STORES 
HERCULES POWDER, COMPANY 


INCORPORATED 
938 MARKET STREET +» WILMINGTON + DELAWARE 


BRANCH OFFICES: 
Chicago + New York + Philadelphia + St.Louis * Salt Lake City + San Francisco 





HERCULES POWDER COMPANY > 938 Market Street, Wilmington, Delaware 
Send information about Hercules Steam-distilled Wood Turpentine. 
ie NUP err IIE CTI IIS Oe ects eee sen dae 
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Listen toa 


MILLION 


Women 





What makes them buy ? 

If you always knew the answer to that one, you could 
go places, couldn’t you! 

Well, you’re listening toa million women when you buy 
a Florence Oil Range. 

It has the features that women want, and it has these 
features because we have listened to a million women. 
There’s 63 years’ experience back of the present models— 
63 years of alert building, which has pioneered 
each major improvement in oil stove construction. 

Porcelain finish, in gleaming colors that do 

not fade. Easily wiped clean. 

Convenience of Gas. with the economy of oil; 


clean “focused heat” for any 





cooking need, easily controlled. 

Big Insulated Oven (rock wool), 
over 600° F.; Fingertip Heat 
Control and temperature record- 
er; porcelained linings; non-tip- 
ping racks. 

Broad level cooking top, porce- 
lained ; built like a gas range. 
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Better looking, better cooking, less work — these are 
the “Big 3” that make Florence easy to sell, that keep 
it sold. 

The Florence built-in-oven Oil Range is part of a com- 
plete line (wickless and wicktype), backed by 63 years’ 
experience, endorsed by experts, nationally advertised, 
sold only by reliable dealers, and priced to give you a 
handsome profit and your customers amazing values for 
every need and purse. 

Are you listening ? 

Write for the 1935 Merchandising Plan. 

FLORENCE STOVE COMPANY, General Offices & 
Plant, Gardner, Mass.; Western Offices & Plant, 
Kankakee, II]. Sales Offices: Merchandise Mart, 
Chicago; New York, Boston, Atlanta, Dallas, 


Detroit, San Francisco. 
© 1935 by F. S. Co. 
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OIL RANGES - GAS RANGES ° eats * RANGE BURNERS 
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SUN RAY 


Son RAY is the big name in steel wool today—and 
the layer-built idea is taking hold in a bigger way, 
day by day, with steel wool users everywhere. Every 
Layer-built pad unwinds—giving users fresh, clean lay- 
ers—nearly 250 square inches of working surface in 
every pad. It’s steel wool of the very highest quality— 
long, strong strands, uniformly cut and parallel in 
direction. 

All SUN RAY steel wool products have proved their 
worth as business builders for the hardware dealer. 
Layer-built Pads—One Pound Rolls—the Large House- 
hold Bulk Package—and Jex Household Pads, the big 
10¢ seller in fine, medium and coarse grades—all these 
products in the SUN RAY family will make good with 
your trade. And SUN RAY national advertising makes 
them easier to sell. 

Order SUN RAY Steel Wool products from 
your wholesaler—and watch for the next 


SUN RAY advertisement in the February 23 
issue of The Saturday Evening Post. 


We appreciate it when you specify Sun Ray Steel Wool 
THE WILLIAMS CO., Dept. H-1, London, Ohio 
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No snarls or tangles 
in Sun Ray Steel 
Wool. Convenient to 
use. Unwind used 
layer and fold back. 
Saves time — stops 
waste in using steel 
wool. 





16 Pads to the Package 


7 grades, from very coarse to 


extremely fine. 
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SIMPLIFY 


NEW AND 


E asked 1000 leading retail hardware 
merchants to help us design this new 
HARDWARE AGE INVENTORY REC- 
ORD SHEET. Here is the result, a new sheet, 
a new size, a new form and a NEW LOW 
PRICE—$1 for 200 sheets. As these are 
printed on both sides, this means $1 for 400 
pages of inventory record sheets. Each page 
takes 28 items, one to a line. Your dollar in- 
vestment provides inventory entry space for 
11,200 items. 
In the past thousands of retail hardware 
merchants and wholesalers have used millions 





Your 




































































Actual size of sheets 9% by 12 inches 
over all; writing area 8% x 11% 
inches. Sheets printed on both sides 
with 28 entry lines on each side. 
Price—$1 for 200 sheets (400 pages) 


STrockKk TAKING 
WITH THIS 


CONDENSED 
HARDWARE AGE INVENTORY Form , 


of the HARDWARE AGE INVENTORY 
SHEETS, because they were simple, con- 
venient and handy to use. The new form of 
sheet is even more simple, more convenient and 
easier to use. Our entire effort was directed 
toward making annual hardware inventories an 


easier job. 


The new HARDWARE AGE INVENTORY 
SHEETS will fit the standard HARDWARE 
AGE INVENTORY BINDER used by thou- 
sands of dealers. Send your dollar with your 
order for 200 of new inventory sheets to 


HARDWARE AGE 


239 West 39th Street 


New York City 


HARDWARE AGE 





“A Jobber’s First Duty Is To 
Help His Customers To Prosper” 


FOUNDER SIMMONS HARDWARE CO. 1864 





KEEN 
KUTTER 








he policy upon which 


this business was founded and built — 


serving the interests and working 


for the success of the retail hardware 
dealer— is the same policy upon which 
the company and its trade-mark are 


being perpetuated today. 


LEO. tener 


PRESIDENT 
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Good Window Displays Will Win 


$100 Cash: 


—— 


Tying in with the increasingly popular hobby of 
homeworkshops and homecraftsmanship and with the 
National Homeworkshop Guild’s Contest Hardware 
Age will conduct a window display contest devoted to 


Homeworkshop Tools and 
Equipment,Handicratfts,or Both 


Not only do you stand to win a prize, but you will increase your sales of homework- 
shop equipment and establish your store as headquarters for quality tools 


| Seven Cash Awards as Follows: 


First Prize $35, Second Prize $25, Third Prize $15, 
Fourth Prize $10, Next Ghree Prizes $5 Each 


Any window pictures not winning a prize, but suitable for 
publication will be purchased at $3 each. 


RULES OF CONTEST 


All window pictures submitted become the property of 
Harpware AcE and cannot be returned. 

Windows may be put in any time, but contest photos must 
be in Harpware AcE editorial offices not later than Feb. 1, 
1935, to compete. 

There are no entry fees. In case of a tie, each contestant 
will receive the full amount of the award. 

The editorial staff of Harpware AcE are the sole judges 
and their decision will be final. 

Window displays must have appeared in a bona fide retail 
hardware store. 

Pictures should have the name of the window trimmer, store 
and address on the back. 

Glossy prints, 8 x 10, preferred, but all photos will be con- 
sidered on the merits of the display and not on photography. 

Contestants may submit as many photos as they wish. 

Pictures should be accompanied by a brief statement of the 
sales success the firm has had with tools and equipment ap- 
pealing to the homeworkshop hobbyist. 


Displays submitted for this contest may include: hand 
or power tools of any make; or articles made by local 
homeworkshop craftsmen or a combination of both. 

This contest is intended, to stimulate the sale of all 
tools and related homeworkshop equipment through the 
retail hardware trade and is not restricted to the display 
of the products of any manufacturer or group of manu- 
facturers. 


A SUGGESTION 


While the merits of the display will be the factor in 
deciding the winners, contestants will find that profes- 
sional photographs, taken by time exposure at night, will 
show up the merchandise and display to better advantage 
than is possible by daytime pictures by amateurs. This 
is because night pictures eliminate the daytime reflec- 
tions from across the street. This suggestion is made to 
prevent discouraging results that do not do the displays 
justice. 


Mail all photos FLAT to the following address: 


CONTEST EDITOR HARDWARE AGE 


239 WEST 39th ST., NEW YORK, N. Y. 
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“They're a great file’ 
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The English isn’t correct but the 
thought is. Many a Mechanic, refer- 
ring to those sharp cutting tools that 
carry the Genuine Nicholson Trade 
Mark, says “They’re a great file.” 

And they are. Genuine Nicholson 
Files have the stuff that wins the en- 
thusiastic support of hard boiled 
mechanics who are normally tight 
lipped with praise. They have the 
lasting quality which builds sales 
year after year for hardware dealers 
who sell them. 

















‘ 


Stock Genuine Nicholson Files in 
all the shapes and sizes demanded 
by industry, the farm, the home work- 
shop, the lumber camps, and schools. 
Your customers will agree with 
thousands of satisfied users all 
over the country that “They’re a 
great file.” 

At your jobber’s. Nicholson File 
Company, Providence, R. I., U.S. A. 


Watch for the new National Advertising 
telling millions of the quality of Nicholson 
Files. 


FILE FOR 
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Zinc Coating Twice As Heavy 
Flame Sealed, a new and patented pro- 


Uf, | — os ry even pom 
, d of zinc is applied to the entire surface 
iL Aufypor = W V] | of the fence wire, leaving no thin or 


unprotected spots. A positive protec- 


POWERFUL Met clrandising PROGRAM, OX we Faisiaaees | 




















ACH YEAR Continental Flame Sealed 
Fence and Kindred Products become 
more desirable and profitable for dealers 
everywhere. Strongly supported with a pow- 
erful and widespread advertising program, 
this line enables dealers to build a substan- 
tial sales volume on a high quality line of 
products with a minimum of selling effort. 
Continental Flame Sealed Fence is made 
by a new and patented process which applies 
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a heavy, even coating of zinc to the entire 
surface of the wire. Fence made by this 
method will last years longer than ordinary 
fence, and is a greater value per dollar. Itis 
furnished in a complete assortment of styles 
for practically every need. Other Continen- 
tal products include Nails, Barb Wire, Bale 
Ties, Posts, Gates, Galvanized Sheet Roof- 
ing and Siding, Wire Corn Cribs, etc., mak- 
ing a complete and profitable line for dealers. 


£7 
CONTINENTAL STEEL CORPORATION 


KOKOMO, INDIANA 


Manufacturers of Billets, Rods, Wire, Barbed Wire, Nails; Lawn, Chain-Link, Diamond Mesh, Farm and Poultry Fence; 
Gates; Black, Galvanized, Galvannealed and Special Coated Sheets; Galvanized Roofing; also 
“Seal of Quality’’ Roofing and Kindred Products. 
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A FAR SIGHTED POLICY THAT 
ALSO BRINGS IMMEDIATE RESULTS 


peg you think of a far sighted policy as one which makes 
you wait a while for the rewards. But you get immediate results THE MODERN METHOD 
when you adopt the far sighted policy of selling Plymouth Ship Brand OF SELLING ROPE 
Manila Rope, a first quality product. 

You benefit in the long run because of the confidence this rope 
builds in your store. You also benefit at once because rope buyers 
right now want quality rope. 

They want Plymouth Ship Brand Manila Rope. They are satisfied 
that its greater strength, dependability and flexibility is their guar- 
antee of greater safety, satisfaction and economy. 

Adopt the policy of selling highest quality rope, the far sighted 


policy that also means an immediate increase in rope sales. 


PLYMOUTH CORDAGE COMPANY 
North Plymouth, Mass. and Welland Canada 


SALES BRANCHES: New York Chicago Boston Cleveland 
San Francisco Philadelphia Baltimore New Orleans 


‘gm hb 
The Plymouth Rope Sales Maker calls the 
attention of customers to their rope needs, 


increases Rope Sales and Profits, sells a 
MANILA ROPE greater variety of Rope Sizes and cuts the 
time required to handle rope sales. Ful 
details on request. 
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VICTIMS OF SUBSTITUTION 


By E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


E ARE SOMETIMES ASKED whether we sell direct to dealers—our answer can 
only be Yes and No. 


WSSOEREO TD / Primarily we do business only through jobbers—it’s 


Y/ the only way we want to do it. 


But, when a jobber gets orders for Clover products 
from his dealers, then substitutes other unwanted brands, 
there is only one thing for us to do—ask the dealer to 
send his order in to us direct and offer to ship him, charges 
prepaid. 





As an example, | have a letter from a dealer, 
which reads as follows: 






. 700 BAD, TOO BAD; 
ory YOU GET wt es ) 
\ 





“When I order bluefish and they give me cod- 


fish, that makes me mad. 


“When I order Clover Sandpaper and they send 
me some other kind, that makes me mad also. 


“When you get mad it hurts your health. | 
order direct after this. ‘Nough said.” 


Naturally, this dealer is going to get his Clover Sandpaper whether we have to 
supply it or whether the jobber supplies it—a dealer can al- 
ways buy from us where his jobber substitutes. 


Needless to repeat, however, that our policy has always ' 
been to deal through jobbers, and it grieves us to deal direct, 
even when it must be done to protect the dealer and our- 
selves. 





E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 


You may send me, without obligation, samples of: 


Clover Manufacturing Company nnn A = 


; Tc reen- Stripe § Sandpaper _ 


NORWALK, CONN., U. S. A. = Red-Stripe Turkish Emery _Cloth— for polishing. 
Yellow-Stripe Aluminous Oxide Cloth—for cutting 
hard metals. The universal shop abrasive. 























SANDPAPERS ___| Orange-Stripe Garnet Paper—for woodworking. 
___| Orange-Stripe Garnet Cloth. a we 
METAL-CUTTING PAPERS AND CLOTHS a Clover Grease- Mixed “Grinding Compound. _ = 
WOODWORKING PAPERS AND CLOTHS | Clover Water- ‘Mixed _Valve- e-Grinding | Compound. 
. Name 
CLover GRINDING AND LapPpING COMPOUNDS ~ Address _ ; 


Character of business 
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New * New * New * New * New * New * New * New * New 





The Geo. Worthington Company 


Announces 


A New Patented System 
of Stocking and Selling 


PAINTS- 





m@ Reduces Investment 80% 


w Increases Opportunity to Sell 300% This Plan is Protected 
‘ ee by United States Patents 
w Meets Mail Order Competition oe. sonuier a eouaees 


Write for Details 


The Geo. Worthington Company 
1829 Cleveland, Ohio 1935 





New * New * New * New * New * New * New * New * New 
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There are two kinds of fence 






buyers—and MID-STATES 
FENCE suits them both 





a “I’m buying Mid-States Fence, too. 
;—__- I investigated this Galvannealing : 
———— Process and it sounds good to me.” - 


“I bought one of the Mid-States brands oe 
, . i 

of fence thirty years ago and I’ve never 

bought any other kind since.” . 











@ Whether your prospective fence cus- 
tomer is the type of solid, substantial 
farmer who depends on his years of ex- 
perience when he buys, or an up-and-coming young man 
who knows how to select his purchases from a technical 
point of view, you have a fine chance to sell him... 


MID-STATES FENCE 


Whichever kind of buyer he is he knows that... 

1. Each of the three brands of Mid-States Fence (Adrian, 
Star and Ben Hur) has been on the market at least thirty 
years, and each has a reputation for quality which dates 
from its introduction. 

2. All three brands are now made from Copper-Bearing 
GALVANNEALED WIRE*, which carries a rust-resisting 
zinc coating three or four times as thick as that found on 


The Mid-States Steel & Wire Company can supply 
you with field fence, poultry fence, barb wire, all- 
some ordinary galvanized wire! steel gates, wood and steel gates, steel posts, lawn 
fence, fence stretchers, nails, staples, bale ties, 
plain and manufacturer’s wire and sheet metal 
products. Write for our general catalog. 


There is good territory open. You, too, can join the army 
of successful Mid-States Fence Dealers. Write for infor- 
mation today. 


MIE 





*“GALVANNEALED WIRE” is produced under license arrangement with the Keystone Steel & Wire Company. 
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(T HRovcH the changing years there has always been a stability to the Myew 

line of Pumps and Water Systems and the policies behind their production 
and distribution that has long been a source of profitable business for Myers 
Dealers. 

We are proud of this record. A record that has not only contributed to 
our success as manufacturers but one that has enabled our dealers to supply 
their trade with pumping equipment that has been uniformly dependable, 
satisfactory and profitable. 

This is history but history repeated becomes news. At the beginning of 
a New Year, our unmatched facilities, the completeness of our line and its wide 
adaptability, our exacting quality standards, our consistent national publicity, 
our exceedingly favorable prices, will continue to lead to old and many new 
avenues for pump and water system sales during 1935. 

Think this over but don’t wait too long. Get set to take advantage of the 
Spring Campaign, starting February Ist, 1935, “To Sell Running Water to the 
Rural Market” and to all other markets in your locality where there is sure 
to be a largely increased demand during the months ahead. 

Write or wire. 


THE F. E. MYERS & BRO. CO. 
Ashland, Ohio 









7. Tak fLYour-Hat— 
é. ane oO The K 


PUMPS WATER SYSTEMS - HAY TOOLS -DOOR HANGERS 











 FIG.2700 


S WATER SYSTEM 





~~ FIG.2702 
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Known From Coast to Coast— 


NION HARDWARE ball-bearing roller skates have established 
a national reputation for quality and performance. Even in far 
away China, they are very popular. 









No. 4 


Being well and favorably known makes them easy to sell. In a 
For Children 


check-up of 50 Leading Hardware Jobbers’ Catalogs, 28 Jobbers listed 
“Union” Roller Skates exclusively, while 22 other Jobbers a// carried 
them. 


Jobbers usually carry only merchandise that sells and repeats. 
That’s why so many Jobbers and Retailers sell this popular brand. 


Descriptions and Specifications— 


No. 4 Pattern for Children 


Ball-bearing steel rolls, half-strap 


No. 6 Pattern for Girls 


Also for women. Have ball-bearing 








heel, small foot plates, clamp toe, nickel steel rolls, full strap, leather heel, clamp No. 5 
plated. A formed steel loop protects toe, nickel plated. Extends from 7% For Boys 
the straps and prevents their cutting or to 10 inches. Nos. 5 and 6 packed one and Girls 









pulling out. Extends from 6% to 8% 
inches. Packed one pair in a box. 12 
pairs in a carton. 


pair in a box. 12 pairs in a carton. 
Approximate weight 57 pounds. 


No. 130 Pattern for Men 
No. 5 For Boys and Girls For men, ball-bearing steel rolls. 


A very popular selling model. Ball- Half-strap leather heel. Oscillating 
bearing steel rolls. Trucks are oscillat- trucks. Nickel plated. Extend from 
ing with best rubber cushions, turn in 8% to 103%4 ins. No. 130L for women. 
3 ft. circle. Straps best grain leather. Same as above, except with full strap 
Extend from 8% to 1034 ins. Weight leather heel and narrow toe clamps. 
per pair 444 lbs. 12 pairs in carton. Extend from 734 to 10 ins. Also for 
100 pairs in case. ' boys and girls. 





No. 6 
For Girls 





HARDWARE COMPANY 


Reg. U. S. Pat. Off. 
Established 1854 


TORRINGTON, CONN. 
New York Office: 151 Chambers St. 















Your Jobber 
Will Supply You 


No. 130 
For Men 


we OOOUR paay 


On all Union Hardware Ball- 
Bearing Roller Skates a formed 
steel loop protects the straps 
and prevents their cutting or 
pulling out. 


Enlarged 
Cut of 
No. 5 Skate 
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WHEN you tell Mrs. Housewife to use gasoline or benzine to 
remove wax from her floors, you might just as well run a 
filling station! And there's always the danger of explosion, 
to say nothing of the odor and damage to hands. True, 
soap and water won't do the trick. Neither will the foul- 
smelling standbys do such a bang-up job. But Waxoff will! 


For the first time something has been perfected that will 
remove wax and polish from floors...and do it well,do it fast, 
do it safely! Now, all Mrs. Housewife needs to do is dissolve 
this magic powder in hot water, apply to floor with mop, 
cloth or sponge, then rinse with clear water. 


Think of the time and drudgery Waxoff saves to the tune 
of a thin dime! For a 10c package makes a gallon of dewax- 


waxoff 


30 








ing solution...enough for an average-sized room. Moreover, 
Waxoff makes an instant hit with women because it is just 
as SAFE as it is swift: can't explode, can't hurt the hands! 


Remember, too, that the increasing vogue of No-Rub Wax 
means a big automatic boost for Waxoff. Because you sim- 
ply can't get a bright and lasting finish unless the old wax, 
dirt and oil film are thoroughly removed from the floor. 


So it's only good sales-sense, Mr. Dealer, to get aboard 
the Waxoff wagon. Waxoff was a “natural” to start with. 
National advertising is making it a “winner.” Every time you 
sell wax sell Waxoff! Put up in a tricky self-seller, twelve 
crisp 10c cartons to the container. Schalk Chemical Co.,357 
East 2nd St., Los Angeles, 2035 Pershing Place, Chicago. 
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Pioneers of the sliding tray box 





Every day more and 


more Hardware Dealers 
“GO NEATPAK” 


The Behr-Manning Neatpak Box Let these features be your guide: 
is Modern Merchandising. As a Y SHEETS CLEAN and FLAT 
stock container, it keeps each No waste from damaged stock 

grit in its own box, under cover, Y EACH GRIT IN ITS OWN BOX 
clean, and instantly accessible. No delay in filling orders 

Aids considerably in taking in- ¥ BRIGHT SHELF DISPLAY 
ventory. As a shelf display, it Point-of-sale reminder 

increases your opportunity to ¥ TRAYS SLIDE FREELY 

make “related sales’? to the Pile them as high as you like 

painter, carpenter, and house- ’ SELL IT BY THE BOX 

holder. Save further wrapping expense 


Sandpaper TOO is a cutting tool. Suggest it—for added volume. 


elutn the coupon for 


two valuable illustrated 
booklets and full informa- 
tion on the NEATPAK 






































BOX. 
Abrasive Papers & Cloths 1 
BEHR-MANNING | Name How to Sharpen [1 
TROY, N. Y., and BRANCHES lies 
Sales Representatives in the United States for Street 
NORTON PIKE OILSTONES and ABRASIVE SPECIALTIES City 
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HINGES 


Fashioned of Wrought Steel—Wrought 
Brass and Wrought Bronze, Dependable 
Hinges by McKinney lead the field in 
durability and in appearance. There’s 
always a demand for quality. 


GARAGE HARDWARE 


Dependable—durable Garage Hardware 
by McKinney includes the popular 
Garage Sets “Around the Corner”— 
“Under the Header” — “Sliding and 
Folding” — “Swinging Door” —and a | 
“Sectional Overhead Door.” 





at GEE we 
FORGED IRON Hand -| - Mop 


Authentic reproductions in eight pat- 
terns of dependable Forged Iron by 
McKinney are available for interior as 
well as exterior trim—from the fittings 
on the kitchen cabinet to the complete | 
trim on the front door. 





The appearance and patented cushion 


sponge feature of this item sets it aside 


from competition. It has an eye appeal 
which far exceeds that of the average ten 


cent seller. 


The national advertising campaign which 
ca is now appearing in the foremost women’s 


publications of the country is increasing 
the demand for the Gottschalk line, so 
MISCELLANEOUS ITEMS that wide-awake dealers everywhere are 


Even in the general utility line of Screen using Gottschalk’s Metal Sponge, The 
Door Sets—Shelf Brackets, Hasps, Cor- B Ball. Kitch ' hy arr 
ner Irons and Mending Plates — Sash | ronze Ball, Kitchen Jewel an an 
Locks and Lifts—Thumb Latches, Pulls, Mop as leaders. 


and Handles the name “McKinney” @ If you are not already getting your share of this 

stands as a symbol of quality for those business order from your jobber at once or write direct 

who buy and build for permanence. on your firm’s stationery for sample and price list. 
Metal Sponge Sales Corporation, Lehigh Avenue and 
Mascher Street, Philadelphia. 


“There is no substitute for Gottschalk Quality” 


McKINNEY MFG. CO. 


PITTSBURGH PA. G ott schalk's 


New York — San Francisco | METAL SPON GE 
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The New | os Pattern 


A COMPLETE ensemble of popular selling 
UNIVERSAL items in the latest mode - - finished 
in gleaming chrome plate and lustrous black 
enamel, Masterfully designed and skillfully made 
throughout for which the name UNIVERSAL is so 
justly famous. 

Be the first to feature these New 

Beaumonde Appliances in 1935 


Z 4 saat 
itl eit AE ails 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT “ine 
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DONT CHANGE IT/ 
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Say hundreds of successful dealers selling 


STEWART-WARNER 


Vew" ype ELECTRIC REFRIGERATORS 
"Slo-Cycle Mechanism Ended Servicing Problem and 

































THE LINE 
WITHOUT A 
SERVICE PROBLEM 
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Made Retail Profits NET” 


UNDREDS of successful Stewart-Warner dealers—the men who 

placed thousands of Stewart-Warner Electric Refrigerators in 
American homes and who have seen them set an amazing “new high” 
for mechanical dependability — have issued these orders for 1935: 
“Don’t change mechanism! Its ‘slo-cycle’ principle has ended the 
servicing problem— made retail profits net —its proven merit de- 
mands its retention as is.”’ 


To these men who dnow that the Stewart-Warner “‘slo-cycle” mech- 
anism enables them to keep their profits—and to those who are in 
search of such a line—Stewart-Warner announces that the same basic 
mechanical principles will be retained in the new models for 1935. 
Cabinet refinements? Yes! Smarter appearance? Of course! New 
conveniences? Many! But the refrigerating unit remains unchanged ! 


De Luxe and Standard Models in 1935 


After its outstanding sales and performance record of 1934, the 
Stewart-Warner line for 1935 will repeat and exceed this remarkable 
success. For in addition to the De Luxe models a new group of Stand- 
ard refrigerators are ready to take their place in the Stewart-Warner 
profit picture— popular-priced models with the feature that will 
make them stay sold — Stewart-Warner mechanical dependability ! 


Call your distributor now. Get off on the inside track for 1935. Get 
complete information on Stewart-Warner New-Type Refrigerators 
—De Luxe and Standard. Don’t make any commitments until you 
know the Stewart-Warner plan for 1935. 


Get Full Details On New 1935 
Profit-Plan From Your Distributor! 


bid 
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NEW! A DEPENDABLE ( G77facd GASOLINE ENGINE 


The latest development for Washing Machines and other power appliances —a small, eompact, 


sic light weight 4 CYCLE gasoline engine of % horse power rating. 
5. ~ ‘ . ° ; P 
om Starts with a light push of the foot; runs steadily (enclosed mechanical governor); remarkably 
d! free from vibration; economical beyond expectation; self-oiling; built-in fly-wheel magneto. 
Weighs only 32 pounds. Stands only 9% inches high, 14 inches long, 1114 inches wide. 

he Its new beauty adds a modern sales appeal to the appliance into which it is built. Its DE- 
ry PENDABILITY earns fast friends. 
er DISTRIBUTORS— DEALERS: Ask the manufacturer of your 
tt line to give you this added sales advantage. Costs no more. 
y! a eS 

Johnson engineers have long experience in the design, appli- 
cation, and operating problems of the small industrial en- 
sae gine. These engineers are available to any appliance manufac- 
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turer who desires to adapt the IRON HORSE to his product. 


/ron Horse 


A Product of 


Johnson Motor Company 
1820 Pershing Road, Waukegan, Ill. 
Address Iron Horse “Division 











Because the 


they 


ORDER FROM YOUR JO 


y want ECONOMY 


One of the chief reasons why your 
customers (painters, wood finishers, 
carpenters, floor finishers, etc.) use 
steel wool is because of its economy. 
They want to save money. Eagle’s 
exclusive feature, which enables break- 
ing the roll in half, eliminates waste — 
saves even more money. When you 
sell the Double Eagle Roll you sell 
your customers an additional saving. 


Eagle Steel Wool has maximum abrasive 
power. It’s tough. Resilient. Long-lasting. 
Uniform. in quality. Types: Double Eagle 
split-pound Roll. Pound Roll. Industrial 
Pads. Grades: Coarse, Medium, Fine Shav- 
ings. Numbers 3, 2, 1, 0, 00, 000, 0000. Our 
grading standards are unsurpassed. Write 
for additional facts. Order from your jobber. 


Eagle Steel Wool Company 
6201 West 65th Street, Chicago, Illinois 


© Eagle Steel Wool Co., 1935 
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410 S. Illinois St. 


A better crosscut saw for the South. 


Consumers Are Getting 


QUALITY MINDED Again 


They are tiring of purchasing ~ . 
“cheap stuff” now that money e 

is more plentiful and new build- 
ings of all sorts are being 
erected and old ones repaired. 
Mechanics of all vocations are 
buying better grades of tools. 


The best quality is after all 
“cheapest in the long run” as 
everybody knows, and for the 
dealer, sales of the best grades 
mean increased sales volume 
and profits. 


We can take care of our cus- 
tomers on cheap competitive 
crosscut, hand, wood and other 
saws, when wanted — but we 
have consistently advertised and 
advocated the sale of our best 
grades because they create sat- 
isfied users and thereby build 
up the distributor’s business. 


Sell ATKINS SILVER STEEL 
SAWS 


which are “The Finest on Earth” 
for the money. 


Yours for the best saws, saw 
tools, trowels, files and better 


sales in 1935. 





E. C. ATKINS AND COMPANY 


Indianapolis, Indiana 
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No. 51 is adapted for the Pacific Coast 
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Chain Store Investigation— 


During the past six years the Fed- 
eral Trade Commission has been in- 
vestigating chain stores and their 
methods of doing business. There 
have been more than 30 reports made 
public. The final word handed down 
a few weeks ago declares that “chains 
are not monopolies,” and that “their 


chief advantage is lower selling 


prices to consumers.” Any _ hard- 
ware merchant could have furnished 
the latter half of this momentous de- 
cision long before FTC started to 
look at the chains. There is so much 
report that a useful summary can- 
not be prepared in time for this is- 
sue. Our next issue will bring the 
important highlights to you.° It 
would appear that the chain stores 
were “whitewashed” and that any 
hopes builded upon the possibility 
of Federal curbs on chains have 
vanished in thin air. Likely it will 
always be so, for it is doubtful if any 
competitive situation can be cured or 


curbed through legislative aid. 


The Investigation— 


The theory behind the investiga- 
tion was premised on uniformity of 
prices among all stores in a national 
chain, which, for taxation or other 
reasons, embraced several separate 
state-wide corporations. It had been 
suggested that if these separate cor- 
porations were separate they were 
indulging in interstate price main- 
tenance agreements contrary to the 
Sherman law and Clayton act. There 
were other phases to the study and 
the arguments, but this was a main 
theme from the start, a theme on 
which many an independent mer- 
chant said a constant prayer believ- 
ing some FTC action might curb 
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By CHARLES J. HEALE 


Editor, Hardware Age 


chain store activities. We will dig 
into the final story in the next issue. 


Advertising Allowances— 


The National Industrial Recovery 
Board (NIRB) seeks to control ad- 
vertising allowances, making it un- 
fair practice to give indefinite help 
of this kind not specified in a sales 
contract or accompanying agreement. 
It is thought likely that the develop- 
ment of this policy will lead to an 
absolutely separate contract form for 
such extra help—it being recognized 
that an advertising allowance can 
and often is an indirect price cut or 
secret rebate. 


Anti-Chain Talkie— 


“Forward America” is a talking 
and sound motion picture feature full 
of propaganda against the chain 
stores. It is reported to have been 
very efficient in helping independent 
retailers improve their business in 
several cities where the picture was 
shown either free to the public or 
with admission by tickets furnished 
with each 10-cent purchase. This 
should be a popular feature for the 
retail hardware conventions this year 
as it dramatized the difficulties of 
independent merchants in their bat- 
tle with chain stores, and shows the 
chains off to disadvantage from the 
community asset standpoint. Frank 
R. Wilson, Economic Films, Inc., 
1270 Sixth Ave., New York City, 
produced and is distributing this 
film. Recalling his ardent and suc- 
cessful work as publicity director 
for the last three Liberty Loan drives, 
his publicity work for NRA in its 
early days and his long experience 
in such work, the picture is sure to 
have every technical propaganda ad- 


vantage. Business Week summarizes 
the plot as follows: “The story tells 
of John Adams of Adamsville, an 
independent retailer who is ruined 
when chain stores invade his town. 
Arguments are presented to support 
claims that chains drain capital from 
communities, hurt the local markets 
of farmers, oppress manufacturers, 
lower living standards by depressing 
wages, add to unemployment by sub- 
stituting machines for men. Chains 
don’t like it.’ Of course they don’t 
and they are trying to get NRA 
and/or FTC to suppress this picture. 
In the meantime it is available for 
your convention and your town. 


H. A. Ad Brings 409 

Replies— 

H. A. Ess, Miami, Okla., received 
409 replies to his “Position Wanted” 
advertisement in the Nov. 22, 1934, 
issue of HarpwarRE Ace. His un- 
usual copy reads as follows: “An 
unreliable, dishonest, lazy hardware 
man is screwy enough to look for 
a position. Ten years time of agony 
I spent as a salesman, then the firm 
went broke. After that, managed a 
store into bankruptcy in four weeks; 
loafed; CWA timekeeper; field su- 
perintendent for a butter company 
until the government killed all the 
cows. Am 33, but feel 93. Short 
hours, big pay, essential. College 
training, but still dumb. I am dippy 
enough to believe you have a job for 
me and if you are crazy, write me.” 
Although most of the replies were 
serious and helpful there was one 
offer of marriage and two chances 
for jobs as “traveling chauffeurs.” 


Retail Code Compliance— 


Names can’t be used but the facts 
can. I can vouch for these facts with 
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support of a well-known state retail 
hardware association secretary. Here 
is the story—A major city hardware 
dealer with six employees was ignor- 
ing the code hours and code wage 
standards. His was one of several 
stubborn cases filed many months at 
Washington NRA headquarters. As 
the particular local code authority 
involved had 99 per cent of area in 
hand this hardware case and a few 
others were annoying and spurred 
action. The newspapers carried the 
story when the grand jury got ready 
for an indictment. In two days the 
dealer approached the grand jury 
with a plea to call off legal procedure 
and he would comply and make resti- 
tution in cash to the six employees. 
This he did to the tune of $1,066 in 
American money. So if you have 
neighbors who are chiseling—don’t 
cuss the codes and lack of compli- 
ance but get the facts and hand them 
over to your nearest code authority 
for action. There are thousands of 
cases of enforced compliance despite 
the constant reports of indifference 
from all sides. But you must have 
the facts and get them to the proper 
party. 


An Indictment— 


The sales manager of a company 
manufacturing quality electrical sun- 
dries such as fuses, plugs, etc., 
charges many hardware dealers with 
handling shoddy, unsafe goods in 
this particular department of their 
business. To which he adds _ the 
that practically all the 
leading chain stores handle only safe 
and approved fuses, switches, etc. 
Certainly there can be no compro- 
mise with safety in selecting for sale 
to the public any of the electrical 
sundries which are common to most 
hardware stocks today. There are 
known standards of safety, set up by 
state laws, Underwriters’ Labora- 
tories, etc., so that no mystery should 
surround or make difficult the identi- 
fication of safe electrical accessories. 
Proudly, I say that seldom is such a 
charge made against the hardware 
trade which collectively has always 
set fairly high standards for work- 
manship, safety, etc. 


comment 


In fact, our 
own studies on electrical sundries do 
not jibe with the findings of this sales 
executive. But his findings are im- 


portant as they cover a wide trade 
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area in connection with a manufac- 
turer’s study on suggested safety 
legislation to control the safety fac- 
tor in sundries. 


Installment Selling— 


In 1930 there were not less than 
230,000 retailers selling on the in- 
stallment plan in this country, as 
compared with 80,000 in 1920. For 
1934 the installment sales volume is 
placed at over $2,500,000,000. These 
are among the numerous facts on 
time-selling cited in a new book 
entitled “Methods of Installment 
Selling and Collection,” by John T. 
Bartlett and Charles M. Reed, just 
published by Harper & Brothers. 

Americans are found to buy over 
60 per cent of their new automobiles 
on time, 75 per cent of their furni- 
ture, electrical goods, musical instru- 
ments and radios, 40 per cent of 
their farm machinery, 20 to 25 per 
cent of their jewelry. The great va- 
riety of commodities now sold by 
installment also includes clothing, 
furs, house improvements, furnaces, 
oil burners, washing machines, re- 
frigerators, stoves, plumbing, rugs, 
carpets, silverware, sporting goods, 
motorboats and motorcycles, tires, 
electric signs, dairy cattle, equipment 
for garages, barber and beauty 
shops, dentistry and almost ever y 
other business and profession. 

As for the workability of install- 
ment selling, it has been computed 
that 85 per cent of all retail time pay- 
ments are made either on or before 
the due dates. The percentage of re- 
possession is only 7.1. 


Raffles Under Codes— 


As used here the word “raffles” 
becomes a generic term to include 
any and all free merchandise or ser- 
vices given lucky number chances, or 
as premiums for accumulated sales 
tickets, etc. Inspired by the expe- 
riences of an eastern dealer, Harp- 
WARE AGE urges you to undertake 
no lucky drawing or raffle activities 
without specific approval from the 
National Retail Code Authority, 
Munsey Bldg., Washington, D. C., 
where you may address your problem 
to Edward D. Hollander, assistant 
director. The dealer in question 
printed and distributed many thou- 


sands of tickets in a raffle which js” 


not allowed under fairly recent NRA 


rulings but which would have been 


O. K. a few months previous. Hay. 
ing acted in good faith, this dealer 
is not in trouble but he is embar. 
rassed, which is unnecessary. Make 
sure first and avoid trouble. 


Optimistic Salesmen— 


Since December 15, 1934, I have 
been privileged to participate in sev- 
eral sales conferences of both manu- 
facturers and wholesalers. The out- 
standing good sign in all of these 
meetings is the renewed traditional 
pep among the boys from the firing 
line. They are all set to do business; 
they are bragging about their 1934 
records; challenging one another for 
1935 business records and fighting 
with their bosses and headquarters 
men. This last is the finest and also 
the surest sign of business recovery 
for the hardware business. 


Homeworkshop Market— 


Many good looking window dis- 
plays have been submitted in the 
HarpwarE AcE window display 
contest for homeworkshop tools or 
handicraft displays. Several dealers 
have asked us to extend the time limit 
from Feb. 1, 1935, to April 1. They 
say they can’t get the stock in suf- 
ficient quantity to make up a display 
which will last long enough to per- 
mit the photographer to do his job. 
This being so, these homeworkshop 
fans represent the best little market 
the hardware trade has met in many 
a moon. This is a market to cullti- 
vate. The desire to devote windows 


‘ to strictly Christmas gift appeal is 


mentioned by other dealers who have 
urged an extension, which is also a 
good point. This contest is not a 
great big money-making scheme for 
anybody. It is intended solely as 
an extra stimulation to hardware 
men; to encourage them to think 
about the home workshop market 
and to partially compensate a few 
of the window trimmers who make 
really useful displays worthy of be- 
ing used as guides for others. With 
these thoughts in mind we hereby 
extend the contest time limit until 
April 1, 1935, and invite every hard- 
ware store to participate. 
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- Hobbes Favor Self Service 


HE Hobbes Hardware Co., of 
Utica, N. Y., makes ease for its 
customers the keynote of its 
policy, and offers a cafeteria-style ser- 
vice which makes it most attractive 
for prospective purchasers to shop 
there. 

The striking feature of this store 
is its system of displaying its goods— 
a sample of practically every one of 
the thousands of items carried in stock 
is always out for inspection and selec- 
tion. Display racks, in the back of 
the store, form the doors to chests 
holding files, chisels, hammers, hatch- 
ets, bits and other carpenters’ tools. 

When the present store at Liberty 
and Genesee Streets was opened in 
May, 1929, the placing of articles on 
these display racks took two weeks 
of the two months’ moving time, as 
each item—placed on the door of the 
chest which contained others like it— 
had to be fastened in place with wires 
run through the closet doors. 

Long tables of a recent design oc- 
cupy a good deal of the floor space. 
These tables, of oak, are separated 
into small sections with glass parti- 
tions about three inches high—oak 
“walls” of about the same height lie 
along the sides of these tables—to 
keep items of different kinds sep- 
arated. These tables are made in such 
a way that a clerk can enter the cen- 
ter, to serve the customers. Much of 
the store’s hardware, and some of its 
household items, are displayed here. 

Shadowless lighting prevails 
throughout the store, as another aid 
to customers—even the doors, two on 
the Genesee Street front, and one on 
Liberty street, work for customer con- 
venience. The long windows on both 
streets also provide most effective 
display, with their bright, overhead 
lighting and their arrangement—with 
oak panelling about four feet high 
providing an attractive background 
for products shown, and at the same 
time allowing customers to see into 
the store. 

There are 34,000 square feet on the 
ground floor of the Hobbes store, and 
three floors above are used for stor- 
age purposes. Another factor in 
keeping the store light is the tan paint 


JANUARY 17, 1935 


and white ceiling which are used for 


decoration. Incidentally, the store 
sells paint, and this is displayed on 
open shelves along the north wall 
with kitchen ware nearby. Even nails 
are out where the customers can see 
them—in open bins under some of 
the tables. 

The Hobbes company is one of 
Utica’s pioneer businesses, having 
been started more than 60 years ago 





by P. J. and John Shaughnessy. In 
recent years, it was operated as the 
Shaughnessy-Hobbes Company — by 
Walter J. Shaughnessy and Edward 
W. Hobbes. Last spring, Mr. Shaugh- 
nessy left, and Mr. Hobbes now is in 
full charge. His present store pre- 
sents a great contrast to that last oc- 
cupied before in the Arcade building, 
where there was no room for display 
of stock. 
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The newly arranged store of the 
Mahoning Hardware & Implement 
Co., Punxsutawney, Pa. It’s not 
hard to take. 




















This Merchants Medicine 
Revived An Ailing Business 


HEN a hardware store that 

W\ has been seriously ailing 
can completely regain its 

health within six months it must be 
conceded that the “medicine” was 
very effective. Under treatments ad- 
ministered by “Doctor” P. W. 
Means, manager and part owner, the 
Mahoning Hardware & Implement 
Co., Punxsutawney, Pa., has staged 
such a remarkable recovery. The 
“patient” was an old _ established 
store and during the past thirty years 
had not undergone any major 
changes, and but few minor improve- 
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By MACDONALD WITTEN 


Associate Editor, Hardware Age 


ments. Volume had declined to a 
point where the Board of Directors 
were seriously considering discon- 
tinuing the business. 

At this juncture, Mr. Means, who 
was then manager of a local chain 
store, sought the opportunity to put 
the business back on its feet. He 
further offered to buy an interest in 
the firm. His proposal was accepted. 
Within six months he had increased 


sales tenfold, and profits in propor- 
tion. The Board of Directors were 
so impressed with results that they 
gave Mr. Means authority to increase 
the store’s floor space by fifty per 
cent, and to make drastic changes 
in the general layout. 

The first step in the transforma- 
tion was to bring the merchandise 
out of hiding. Mr. Means thinks that 
this is one of the most common faults 
of the average independent store. In 
support of this contention he de- 
clares that many independent stores 
have large, well assorted stocks that 
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took a large dose of modernization 


are often hidden away, for the most 
part, in back rooms, basements, 
stacked in dark corners, etc. He 
says that such merchandise repre- 
sents much money, and when it is 
handled in such a manner it is 
equivalent to throwing substantial 
sums of cash away. The transforma- 
tion effected in method of’ display 
is strikingly shown by the accom- 
panying “before and after” illustra- 
tions. 


Departmentization 


As the next step the store was fully 
departmentalized, and an efficient sys- 
tem was installed for keeping a check 
on every phase of operations. Ac- 
curate records for each department 
are maintained at cost and retail. 
Markdowns and mark-ups are re- 
corded just as they are in most chain 
stores. Through consulting such fig- 
ures, Mr. Means can ascertain the 
mark-up at the end of each month, 
and for the year to date. Other care- 
fully kept records include: inven- 
tory, at cost and retail; purchases 
at cost and retail; returns and al- 
lowances; percentage of mark-up; 
gross and net sales; gross and net 
profit, and ending inventory at cost 
and retail. The latter figures are 
used to compute the store’s profit and 
loss for each month. The records 
also enable the store to determine 
how it stands as to net profit on the 
ordinary conservative shrinkage of 


JANUARY 17, 1935 






P. W. MEANS 


Manager and Part Owner of the 
Mahoning Hardware Co. 


2 per cent over and above its tabu- 
lated shrinkage. 

In making these changes Mr. 
Means fully appreciated fundamen- 





~ Mahoning Hardware & Implement Co., Punxsutawney, Pa., 
and feels better 


tal things as having the store clean 
and attractive, well lighted, with the 
windows washed and trimmed fre- 
quently, and with displays neatly 
and invitingly arranged. After pre- 
paring the store to do business in 
an efficient manner, Mr. Means next 
proceeded to go after sales. Old, 
obsolete merchandise was cleared 
out, regardless of the sacrifice en- 
tailed. 

Mr. Means says that one of the 
most important things he learned 
from more than ten years managerial 
experience with various chain stores, 
was that goods must be moved. He 
says that when chain stores make 
a bad buy, they keep hammering at 
it from all sales points, and as a 
last resort, mark it down enough to 
move it out. He declares that most 
chain stores do not inventory old 
merchandise. One chain organiza- 
tion with which he had experience 


The Mahoning Hardware Store before its course of “treatments” restored its vitality 
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called all merchandise more than 
eighteen months old “ex-merchan- 
dise,” or merchandise due for a 
mark-down. After merchandise be- 
came 2 years old, it was not counted 
in the inventory at all. Chain stores, 
he says, turn their basement mer- 
chandise from four to eight times. 

Soon after Mr. Means took charge 
he began to promote special items, 
such as enamelware, dishes, and 
other articles and lines having a 
timely and unusual appeal. An ex- 
ample of an item in the latter cate- 
gory was carpet warp, which was 
promoted with fine success. At the 
time, there was quite a local craze 
for using that material in making 
bed spreads, scarfs, rugs, etc. These 
special items appealed to the woman 
shopper, increased store traffic, and 
caused favorable talk among women 
that created more business. 


Are You 


The store uses sixty inches of 
newspaper space every week. When 
a promotion sale is scheduled, such 
as “Paint Up—Clean Up,” “Hard- 
ware Needs,” or “Spring Needs,” 
3000 special circulars are distributed 
from house to house in nearby 
towns. Once attracted to the store 
effective displays are relied upon 
to induce visitors to buy items for 
their home and work that they had 
not thought of before entering the 
store. All leads for major items, 
such as radios, stoves, furnaces, 
plumbing, repairing, etc., are care- 
fully followed up and often result in 
some very good sales. 

“Despite the fact,” says Mr. 
Means, “that chain stores can some- 
times buy to better advantage than 
independent dealers, the independent 
merchant can sell as cheap and make 





the average percentage of net profit.” 
In explaining this he said: “Some 
say that they take a low mark-up. 
Well, most all chain store merchan- 
dise reports that I have seen, show 
an average mark-up of 35 to 45 per 
cent on the selling price. They also 
have expenses that independent 
stores do not have, such as home 
offices, warehouses, divisional offices, 
traveling expenses, etc. These ex- 
penses alone run up to 10 per cent, 
depending on the chain. Then there 
is the argument that they have no 
salesmen on the road. Well, they 
have a fleet of sales promotion men 
which amounts to the same thing. 
All this expense eats into chain store 
profits. Having studied the problem 
from both sides, I am convinced that 
the independent merchant can meet 
chain store competition if he does 
not go to sleep at the wheel.” 


Forcing Paint Customers to the Chains? 


man. I have often wondered 

why the independent hardware 
man stood idly by and allowed us 
to sell small cans of paint—ten and 
twenty-five cent packages—without 
giving it a thought. I have talked 
to many of these hardware dealers 
about this and find their main objec- 
tion is based on the idea that sell- 
ing small can goods hurts the sale 
of the higher priced paints. This is 
not true in my experience, because 
you serve an entirely different class 
of customers with the small cans than 
you do with the regular lines. 

My present job is selling a ten 
and twenty-five cent paint assortment 
for a well-known maker, and while 
my hardest task is to install the ini- 
tial order, once placed on sale, the 
repeat business is surprising in vol- 
ume. 

This article is neither written from 
the point of view of the manufac- 
turer nor to boost the sale of my own 
products, but is aimed at the hard- 
ware dealer who insists ““my business 


l HAVE always been a chain store 
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This writer believes small can assortments 


make good ammunition for the hardware man 


is different” and refuses to put in 
the small can assortment—thereby 
forcing the customer into the chain 
store, failing to use the very ammuni- 
tion he has at hand to fight the chain. 

Time was when the makers of 
small goods catered only to the chain 
store, but now the small dealer can 
secure the same assortment, the 
identical range of colors and the full 
complement of color cards, sign 
board, “chips” and most every 
manufacturer supplies, with a fair 
sized order, a steel floor rack which 
holds the entire stock. 

Without the floor rack, the pro- 
motion of small cans loses about 
50 per cent of its efficiency. Besides, 
it requires a larger investment in 
merchandise to place the goods on 
your usual shelf space, whereas the 
rack can be moved about the store 
on its ball-bearing rollers. One 
dealer the writer calls on moves this 
rack to different sections of his store 


to suit the occasion. Recently he 
made an advantageous “buy” of un- 
painted furniture. He wheeled the 
filled rack close to the display of 
unpainted items and with almost 
every sale he also made a sale of 
paint or enamel. 

On a dull day another dealer 
wheels the rack outside his store 
door. The bright labels on the cans 
attract attention from those who had 
no thought of buying. 

The rack is designed to hold an 
equal assortment of each size and 
color. When one row gets almost 
empty, the dealer can see at a glance 
what to reorder. Thus he keeps his 
stock low yet always a full assort- 
ment. 


The Average Sale 


The average sale is not ten cents, 
as one might suppose. Seldom, if 
ever, does a customer buy one ten 
cent can unless it is to finish a job 

(Continued on page 110) 
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he telephoned me to drop in to 

see him at his room at the Bilt- 
more. He was leaving that night for 
his Southern home that he loved so 
deeply. When I entered his room, it 
was a sight.’ In the center was a 
large open trunk. He was hard at 
work in his shirt sleeves. The bed, 
the bureau, and every available chair 
were piled high with boxes and pack- 
ages wrapped in tissue paper and 
tied with Christmas ribbon. I moved 
some of the packages from the win- 
dow seat and took a precarious seat 
on the edge. It was my old friend, 
Walter Keith of Nashville, Tenn., 
packing Christmas presents for his 
children and grandchildren. Every 
few minutes while I sat there watch- 
ing him, there would be a knock on 
the door and bellboys would bring 
in more packages. Walter had cer- 
tainly been shopping that morning. 
As he stopped now and then to wipe 
the perspiration from his brow, he 
would explain that the advantage of 
having a large family, fifteen grand- 
children for instance, was in the fact 
that when he bought presents he 
could buy in quantity and obtain the 
lowest prices. 

“See that large stack of packages 
over there?” he said. “That’s twenty 
boxes of candy. That’s a wholesale 
order.” 

I took off my coat and vest, and 
this leading hardware jobber of the 
South, a man known all over the 
country in the hardware business, 
and myself devoted our time and 
energy to packing the Christmas 
trunk. I had to rearrange the pack- 
ages several times so the heavy boxes 
of candy would not crush some of 
the more fragile articles. He compli- 
mented me on my ability as a packer. 
I explained to him that in my first 
days in the hardware business I had 
been trained in packing. We had a 
good laugh when I said that the 
hardest package I ever had to pack 
was one steel square and one glass 
lantern globe. 

As we packed and perspired, we 
talked about our early days as stock 


ik was just before Christmas that 
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Walter Keith 


By SAUNDERS NORVELL 


clerks, and also about the men now 
widely scattered over the country, 
who were stock clerks with us. I 
raised a good laugh from my audi- 
ence of one when I told him the 
story of the two “best posted” hard- 
ware men I ever knew. 





WALTER KEITH 


A retailer on the Pacific coast 
had a new hardware clerk. This 
retailer ordered a dozen _ sheets 
of copper from a hardware job- 
ber in St. Louis, which were duly 
shipped and received. A few days 
after receipt of the goods the new 
clerk at the retailer’s store wrote in 
to the jobber complaining that the 
dozen sheets were received, but where 
were the “twelve tinnings” for which 
they were charged $1.20 on the bill? 
The jobber’s stock clerk scratched his 
head and went into deep thought. He 
was sure the “tinnings” were packed 
in the box, so he sent the retailer the 
regular form letter of the concern 
saying they had gone over their rec- 
ords of the shipment very carefully 
and they were sure the “tinnings” 
had been shipped. Frequently, the 


letter added, when shipments are 
opened, some of the goods are 
thrown out with the straw. There- 
fore, they suggested that the retailer 
go over the shipment again carefully 
and search the straw, to make sure 
the “tinnings” were not there. In 
due course came a letter from the 
retailer stating he had gone carefully 
through the straw, and had also 
turned every box upside down and 
the “tinnings” certainly were not 
there. He demanded a credit for the 
tinnings. Upon receipt of this letter 
the jobber’s clerk didn’t know what 
to do, so he brought the matter to the 
head of his department. He showed 
him the correspondence. His boss 
read the letters and when he had 
finished he sat down on a convenient 
box and laughed until the tears came 
to his eyes. “You darn fool,” said 
he to the clerk, “don’t you know that 
those ‘tinnings’ are on one side of 
each sheet of copper? But as copper 
is sold by weight, it is customary in 
hardware houses to bill the tinnings 
separately at so much per ‘tinning.’ ” 
“Oh,” said the clerk weakly, “I never 
knew just what ‘tinnings’ were.” So 
a letter of explanation was written, 
and two hardware clerks were happy 
again, with more information about 
the business. 

Walter laughed heartily at this 
story, ‘and by that time we had fin- 
ished packing and both sat on the lid 
of the trunk so we could fasten it. A 
little later we said goodbye, and 
Walter left for home that evening. I 
am sure he had to pay excess bag- 
gage because of the weight of that 
Christmas trunk. That was the last 
time I saw him. 

The next time I heard from Walter 
he had hurt his leg, and had dictated 
the letter to his secretary at the hos- 
pital. Not long after, I slipped and 
acquired a bum knee myself. Then 
in our correspondence we discussed 
accident insurance. I told him I had 
been getting along beautifully draw- 
ing my weekly insurance check, when 
one day the insurance adjuster 
dropped into my office and found me 
hard at work. I couldn’t think of 
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any alibi, and so my insurance for 
“complete disability” ceased, and I 
was placed on the “partial disabil- 
ity” list. To this letter Walter re- 
plied that he himself also had been 
drawing full disability when one day 
the insurance adjuster dropped into 
the hospital and found him dictating 
to his secretary. “According to your 
policy,” said the insurance man, “if 
you can do any kind of work your 
full disability ceases.” So, he wrote, 
I found myself in bed in the hospital 
with a trained nurse, but drawing 
only partial disability insurance. We 
therefore agreed that the trouble with 
insurance policies is that we do not 
read them carefully enough when we 
take them out. By the way, this ad- 
vice was recently given in a very in- 
teresting article on insurance in the 
HarpwarE AcE. The suggestion was 
—before taking out a policy, study 
it very carefully. 

Walter Keith was a good mer- 
chant. He had been well trained, not 
only in the hardware business, but 
also in banking. But beyond all this, 
he was a Southern gentleman of the 
highest type. All of his impulses 
were generous. In all of his busi- 
ness dealings he was a man of honor. 
His word was always as good as his 
bond. He had been a very wealthy 
man. He lived well and was gener- 
ous not only to his own family but 
also to his friends and employees. 

No one who has had the pleasure 
of being entertained in his hospitable 
home will ever forget the warm spirit 
of welcome that is so peculiarly a 
thing of the South. To be a prince 
of hosts in the South is to be a prince 
indeed. 

Walter not only gave freely of his 
money to those who were in need, or 
in trouble, but he gave generously of 
his time and counsel to many civic, 
educational and charitable organiza- 
tions. He led a full and complete 
life. His human instincts, his gener- 
osity, his love for men in all walks 
of life, were never stifled. That such 
a character would be imposed upon 
is logical and to be expected. 

One day a few years ago I hap- 
pened to be in Knoxville on business. 
I telephoned Walter, and he said he 
would come over the next day with 
his car and drive me to Nashville 
over the great Southern highway 
through the beautiful Tennessee val- 
leys surrounded by the Smoky Moun- 
tains. Over the telephone his sugges- 
tion sounded as if he were just pro- 


tb 


posing to come out to the country 
club and drive me to town. It would 
hardly have occurred to one that the 
drive he proposed was 200 miles. But 
he came, and I shall never forget our 
drive to Nashville. On the way we 
stopped and visited a number of re- 
tail hardware merchants. We had 
luncheon at an ancient inn conducted 
by two elderly sisters. What fried 
chicken! What celestial food! I 
am afraid as a result of that lunch- 
eon I dozed, and missed some of the 
scenery that afternoon. 

That week Walter gave a dinner to 
all of the prominent hardware men 
in that part of Tennessee. It was his 
idea that a dinner would lead to bet- 
ter feeling among competitors in the 
hardware business in that section. He 
was a friendly man. There was noth- 
ing small or petty in his makeup. His 
soul was the real soul of the old 
South. 


A Long Chance 


I remember on that occasion I re- 
marked on the fact that the bravest 
man in the World War, according to 
General Pershing, came from Tennes- 
see. I added I had always heard that 
the Tennesseeans loved to fight better 
than anything else in the world, and 
the reason for this fact was that they 
were brought up in the frying pan. 
The fried food gave them indiges- 
tion, and the indigestion made them 
always ready for a fight. When Mr. 
Keith rose to answer me, he stated it 
was all right for a “Southern 
Yankee” to come there and talk to 
them about being raised in a frying 
pan. It must have taken some cour- 
age to face this Tennessee audience 
and make such ‘remarks as to the 
cause of their valor. But, he added, 
you never would have dared to make 
such remarks except for the fact that 
you are surrounded by a collection 
of your own gunmen and dead shots 
who have been warned to protect you 
in case of any tactless remarks to an 
audience of Tennessee mountaineers. 

The next day I talked to the sales 
and house force of the Keith-Sim- 
mons Hardware Company. The room 
selected for this little convention was 
on one of the top floors of their 
building. Above my head, hanging 
from the rafters, were dozens and 
dozens of all kinds and shapes of 
horse and mule collars. On the walls 
hung all kinds of harness. The air 
was filled with the combined smell of 
packing straw, leather and harness 


oil. All of us felt at home in this 
atmosphere. The smells took us 
back to our early stock clerk days 
when we handled kip collars. As I 
rose to speak my mind was far away. 
The smell of the harness reminded 
me of the first time I ever saw a 
negro put a kip collar on a Missouri 
mule. For the benefit of my city 
readers, allow me to explain that 
when this piece of “Southern Jew- 
elry” is placed on the blushing neck 
of a mule, two turns are necessary. 
You first approach the mule with the 
wide part of the collar uppermost. 
This you place over his head and 
ears, and draw down on his neck. 
Then passing to the neck the collar 
is reversed so the small part is over 
the neck, while the large padded por- 
tion rests upon the bosom of the 
mule. 

As I dictate these lines I think of 
the log cabin in the hill, with the 
board at the corner of the porch 
nailed over the railings. On this 
board the water bucket and in this 
bucket floating on the water the 
coconut dipper. To me no deep 
draught of the best vintage in 
France has ever equaled a deep 
draught of spring water from that 
coconut dipper. Then in memory 
we look down upon the red earth sur- 
rounding the cabin, with its shallow 
plowing in circles round and round 
the house, clear down to the sluggish 
waters of the creek. In many lands 
far from home with other Southern- 
ers as we sang “Way down upon the 
Swanee River” and “My Old Ken- 
tucky Home,” our memories of the 
log cabin and the red earth have been 
poignant. From this land, so differ- 
ent from all other lands, came 
Walter Keith. To him it was home 
and he loved the very earth. With 
this simple love of home and land in 
his heart, in his mind was the rich 
culture of books and travel. With 
such culture the perfect gentleman 
can stand with his feet firmly fixed 
upon the earth, while he dreams in 
the clouds. 

My friend Walter Keith passed 
away on the 22nd of December. I 
was just reading a long letter from 
him dated December 20th, in my 
office here in New York on Monday, 
December 24th, when the telegram 
was handed to me announcing the 
sad news of his sudden death. In the 
letter he referred to the pleasures he 
had had in our correspondence, and 


(Continued on page 94) 
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A Business Man's Chance 


Against a Collection Agency 


By ELTON J. BUCKLEY 


Attorney at Law 


HIS is the old story of the col- 
lection agency and the unwary 
business man:— 
Buffalo, N. Y. 
Nearly a year ago we were called 
on a by a solicitor for a collection 
agency service called the 
, of New York City. They 
had some plan for the collection 
of bad accounts which sounded 
very plausible, and they had a 
number of good-sounding testi- 
monials. We were persuaded to 
sign a paper and give him a check 
for $20, which under the contract 
we could deduct from the first 
commissions they earned. We 
turned over nearly $4,000 in bad 
accounts. We are sending our 
copy of the paper we signed. 
Please return it after reading. 
Since then we have been endeav- 
oring to get a report from this con- 
cern as to what they have done. 
We know they have collected some 
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moneys, but our letters either go 

unanswered, or get evasive replies 

that the man in charge is absent 
and “immediately upon his return 
the matter will be brought to his 
attention,” etc. After this nothing 
happened. Where do we stand— 
are we gypped? 

E. N. R. Bro. Co. 

In the first place the contract is 
an assignment of all the accounts 
covered by it, to the collection 
agency. Result, they became the 
owners from then on, and can do 
with them as they like. Of course 
they must account to the original 
owners for what they do—if you care 
to go to New York City to make 
them, and spend time and money in 
expenses and lawyer’s fees. No busi- 
ness man ought to assign his accounts 
to a collection agency under any cir- 
cumstances. 

Next, the contract binds this cor- 
respondent not to remove the accounts 
from the collection agency’s hands 
“while they are in process’ of collec- 
tion.” If they do remove them, they 
agree to pay the full commission on 


all of them, whether collected or not. 
This needs no comment. 

Third, the commission on collec- 
tions is 50 per cent, and the $20 ad- 
vance payment deductible from the 
first commissions earned, “at the op- 
tion of the agency,” which means 
that it is not so deductible, because 
they won’t agree to it. Furthermore, 
they have the right to deduct “post- 
age and clerical expenses” from the 
$20, which of course means it will 
all be eaten up. 

There are a lot more negroes in 
this woodpile which no sane business 
man would agree to if he took time 
to learn what he was doing. I haven’t 
space to discuss them. Suffice it to 
say that from the business man’s 
standpoint this is a thoroughly bad 
contract. In spite of all of its short- 
comings, however, there is nothing in 
it which relieves the agency from 
rendering an accounting for moneys 
collected. This correspondent can 
force it to do this, but look at the 
trouble he will encounter. A pos- 
sible trip of several hundred miles, 
retaining a lawyer, trying to bring 
pressure miles away from his own 
territory—very likely when he thinks 
it over he will do as thousands of 
other victims have done, viz.: let the 
agency get away with it. 

There may be collection agencies, 
but I have personally never seen or 
heard of one which would go to 
business people and say: “We have 
a pldn of collecting delinquent ac- 
counts. Will you let us try yours? 
We ask no advance payment and you 
don’t have to sign any contracts. All 
we ask is a commission of — per 
cent on any collections we make.” 

That would be a fair offer, but the 
agencies don’t make it because the 
only way they can live is by fraud 
and sharp dealings. And most of 
them therefore practice fraud and 
sharp dealings. 

Every town of any size has an 
energetic lawyer in it. If he, being 
on the spot, and having all the re- 
sources of the law, can’t collect your 
bad accounts, they aren’t collectible. 
Collection agencies have no collection 
scheme that isn’t open to any good 
lawyer. 
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Major Electrical Appliances 


Offer Outstanding ] 
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In 1921 


5,000 
In 1934 
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Household Refrigerator Sales for 1934 were 1,350,- 
000 units. Estimated 1935 market more than 1,500,- 
000. Entire appliance field very active in 1934 with 
further improvement expected this year. Producers 
planning aggressive campaigns to promote electrical in- 


terest. 
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OUSEHOLD electric refrig- 
erators offer the hardware 
trade an outstanding, profit- 

able sales volume opportunity for 
1935. A dominant factor in the elec- 
trical appliance industry, household 
refrigerators have enjoyed yearly 
sales increases since 1921 with the 
notable exception of the year 1932. 
Sales in 1934 were equal to the com- 
bined sales of the two boom years 
1928 and 1929, having been 1,350,- 
000 units. Conservative estimates 
for 1935 place 1,500,000 new re- 
frigerators in American homes. As 
each refrigerator sale represents a 
minimum of more than $100, here 
is an item which hardware stores 
need to offset the reduced margins 
of the many low priced items neces- 
sary in the conduct of the hardware 
business. 

In recent years, the leading major 
electric appliance manufacturers 
have been seeking hardware distribu- 
tion, recognizing that the hardware 
trade offered distribution stability 
and that retail hardware stores offer 
the variety of merchandise and serv- 
ices which encourage store traffic. 
The refrigerator industry is plan- 
ning a huge advertising and mer- 
chandising campaign to make sales 
through the several retail channels 
handling this line. The success of 
the individual retailer will be mea- 
sured only by his effort to obtain a 
proper share of the business. Fa- 
cilities have been developed for 
financing sensible time payments, 
and aggressive plans are under way 
to further acquaint the public with 
the economy, convenience and sani- 
tary advantages of electric refrigera- 
tion. 

The hardware trade cannot afford 
to neglect the electric refrigeration 
market in 1935 nor in fact any part 
of the entire electrical appliance 
field, as all appliances were sold in 
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installed in homes.”’ 





““Qur company expects to sell 40% more refriger- 
ators in 1935 than we sold in 1934, which was the 
biggest year in our history. This business seems to 
be depression-proof. In 1934 almost as many house- 
hold electric refrigerators were sold as in the two 
boom years of 1928 and 1929 combined. Today 


there are more than six million electric refrigerators 


—R. C. Cosgrove, Manager, Westinghouse 
Household Refrigeration Sales 








good quantity during 1934 with 
prospects for 1935 better than ever. 
Each year there is greater accep- 
tance of the electrical servants for 
the home. General business condi- 
tions are improving steadily and the 
general trend is toward lowered 
electric power rates. This all con- 
tributes to an improved electrical 
appliance market which the manu- 
facturers intend to develop. The 
actual sales must be made by re- 
tailers. It is incumbent upon each 
hardware dealer to actively seek a 
proper portion of the electrical ap- 
pliance business in 1935, particular- 
ly in the major appliances—refrig- 
erators, washers, vacuum cleaners 
and cooking ranges which represent 
attractive high units of sales which 
hardware stores need badly. 

At a recent New York City meet- 
ing of business paper editors, West- 
inghouse merchandising officials re- 
ported 73 per cent sales increase for 
all appliances in 1934 as compared 
to 1933 and announced, as have 
other prominent producers, the most 
comprehensive advertising, promo- 
tion and merchandising campaign on 
appliances ever attempted. 
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Emphasizing the opportunities of 
electrical refrigeration for household 
use, R. C. Cosgrove, manager of 
Westinghouse Household Refriger- 
ator Sales, said in part: 

“Plans are being made for the 
largest year in the electric house- 
hold refrigerator industry, as a re- 
sult of surveys and studies made by 
the large manufacturers. 


Tremendous Growth 


“The household refrigeration busi- 
ness has grown every year since its 
earliest beginning and each year but 
one has shown a very marked in- 
crease over the previous year. Only 
in the year 1932 have sales fallen 
below previous years. 

“Up to 1921, 10,000 electric 
household refrigerators had been 
sold and the following numbers 
have been sold in the ensuing years: 


eas 2... 5,000 
1922 ..... 12,000 
1923 ...... 18,000 
REE ie A 30,000 
ae 75,000 
1926 ..... 210,000 
Se eae e, 390,000 
WE. ain sece<: 560,000 


in 1935 


1929 840,000 
1930 850,000 
1931 ...... 965,000 
BORE, pure ties <.583 870,000 
1933. ...... 1,080,000 
1934 ; ke 1,350,000 


and the industry expects that over 
1,500,000 electric household refrig- 
erators will be purchased in the year 
1935. 

“In the year 1934 the retail value 
of the 1,350,000 refrigerators ex- 
ceeded $250,000,000. Manufactur- 
ers have expanded their production 
facilities and are planning larger 
advertising of sales promotion pro- 
grams than ever before. 

“This business seems to be de- 
pression proof. It is interesting to 
note that in the year 1934 almost 
as many household electric refrig- 
erators were sold as in the two boom 
years of 1928 and 1929 combined. 

“Today there are installed in 
homes slightly in excess of 6,000,000 
electric refrigerators. There are 20,- 
000,000 wired homes and so this 
represents about 30 per cent satura- 
tion. 

“More than - 6,000,000 refriger- 
ators were sold but many that were 
sold in the earlier days have been 
replaced due first to unsatisfactory 
performance and the newness of the 
development and due to the fact that 
many people in the earlier days 
bought refrigerators much too small 
for their needs. 

“Many systems were so called 
‘remotely installed’ compressor sys- 
tems and multiple systems quite 
different from the modern refrig- 
erator of today which has such out- 
standing features as rotating shelves 
making food accessible from the ex- 

(Continued on page 90) 
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How I Decreased My 


By One Who Lived 
to Tell the Tale 


But while the rest of you were 
enjoying a mere 25 per cent 
loss in profits, I exulted in a good 
healthy 50 per cent. Delighted at 
my success, I soon brought it to 100 
per cent. My business policies were 
sound—as sound as a thick skull 
could make them. 

Water tight, too—only all the 
water was on the inside. I want to 
help other hardware merchants de- 
crease their businesses 100 per cent, 
too. It would be selfish of me to 
monopolize the marvelous hospital- 
ity of this big spacious poor farm 
where I am writing this. Other 
merchants, too, should have this op- 
portunity of seeing the world from 
a poorhouse porch. 

Besides, you get butter on Sun- 
days. The rules are simple. Put 
them all together and they spell 
r-u-i-n. Here are the methods that 
will enable you, too, to retire sud- 
denly from business and live on the 
outcome of your experiences: 

1. You’ve got to have a conscience 
with a two-way stretch. 

If your present conscience is a 
little strait-laced, here is a good 
loosening exercise to practise to get 
into condition. Promise your five- 
year-old son a big lollypop. Talk 
about it, describe it to him, sell him 
on the idea until he can’t sit still 
for thinking of the treat. Then tell 
him he can’t have it, give him a lick- 
ing, put him to bed without supper, 
and rob his bank. 

When you can do this without 
flinching you have mastered the first 
rule. 

2. Now you are to become a mer- 


| DON’T want to brag. 
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chandise sleight-of-hand expert. The 
hand is faster than the eye—and a 
nimble brain is still faster. You've 
got to be able to sell 89-cent stuff 
for 39 cents. You think I’m crazy? 
Well, listen: 


“How dear to my heart 
are the scenes of my false- 
hoods.” 











I scouted around and bought up 
100 quality pieces of aluminumware 
that I couldn’t possibly retail for 
less than 89 cents each. Then I went 
to some jobber friends of mine do- 
ing business on the shadier side of 
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the street, with a sample of the line. 
They agreed to have 1000 pieces 
made up to look exactly like the bet- 
ter stuff. Only they wouldn’t bear 
the well-known brand mark, but a 
mark that at first glance looked sim- 
ilar. These I could sell for 39 cents 
and make plenty. 

When the phoney stuff arrived | 
personally took the 100 good articles 
and mixed them around in the bar- 
gain goods, placed a few of the gen- 
uine on display with a sign: 

“World-Famous Brand of Alumi- 
numware. Regular $1.50 value. 
Today only 39 cents.” 


How the Customers Fell! 


The customers fell over one an- 
other to buy. They pulled and tore 
and clutched at the articles. The 
cash register jingled all day. ‘Some 
of the customers got hold of the real 
articles, saw the brand name, noticed 
the article wasn’t one they particu- 
larly needed, discarded it, and 
reached for a stew pan or French 
fryer that they really needed, think- 
ing it was just as well made as the 
other—except that it wasn’t. 

By afternoon the stock was ex- 
hausted. Only, there were plenty of 
the good pieces left—for the simple 
reason that they were articles for 
which there is normally little call— 
five-quart pots, extra-large colanders, 
etc. So we gathered them up, to be 
used on another day as decoys. 

The geese always fall for the 
wooden ones, provided you've got a 
couple of the real article swimming 
around innocently in the pool. 

Comebacks and returned goods? 
Don’t worry. Here’s a boy that has 
an answer to that one, too. Suppos- 
ing an irate customer does come in 
and say: 

“Look here, you advertised XXX 
Brand Aluminumware for 39 cents. I 
bought some, and see the way the 
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bottoms have burned through and 
the handles broken off?” 

“We're very sorry, lady, but you 
yourself picked these pans out from 
the tables, didn’t you?” 

“Yes, but—” 

“You should have noticed that 
they didn’t have the same label. We 
advertised genuine XXX Brand at 
39 cents. What you picked up and 
bought were ABC Brand. Too bad. 
Good day.” 

You’re afraid they may not come 
again to the store and buy? Don’t 
worry. If you have an advertising 
writer who keeps his tongue in his 
cheek, you’re O. K. 

3. The truth, and everything but 
the truth, that’s the idea. Remember, 
there’s still a Santa Claus in retail 
advertising. Promise them Heaven 
and earth. What’s the use of mak- 
ing any bones about the Simple 
Simon-ic public. Talk fast and im- 
pressively. Rule three for decreas- 
ing your business 100 per cent. 

Anybody can offer No. 9 copper- 
bottomed wash boilers for $2. But 
it takes brains to offer No. 9 copper- 
bottomed wash boilers with station- 
ary handles of wood, one piece cover, 
double-secure cover handle, super- 
strong riveting, etc.,—$2.50 value— 
for $1.09! That’s selling! 


Keep ’Em Guessing 


Give them all the little details 
even though they don’t know what 
youre talking about. And don’t 
under any consideration explain 
what you mean, or point out to them 
the difference between the copper- 
bottomed article and the cheaper. 
Don’t wise the public up to phoney 
merchandise or they’ll soon be able 
to tell the difference. Then where 
will you be? I ask you, where will 
you be with a smart public on your 
hands? 


And make the customers work for 


Cent 


their bargains. All my customers 
put in hours of concentration and 
labor when they came to my store. 
They had to keep their eyes open if 
they expected to walk out with any 
real buys. But they never could 
keep them open wide enough. When 
I’d sell fence wire, I’d mention that 
it was 48 inches wide and single 
picket, but never a word about the 
fact that it wasn’t galvanized. And 
they wouldn’t know the difference— 
at least right away. Any comebacks 
were treated like we handled the 
aluminumware episode—‘Well, you 
didn’t ask for galvanized, did you? 
Didn’t you just say give me so-much 
of this fencing? We never said a 
word about its being galvanized. 
Sorry. Good day.” 


Always a Joker 


Nor do you have to mention that 
a certain stock of faucets you’re sell- 
ing are not nickel-plated, but only 
imitation. A hardware merchant is 
entitled to keep certain things to 
himself. 

Remember that the “one born 
every minute” is a retail customer. 

However, my greatest regret is 
that we can’t imitate the national ad- 
vertisers who not only walk in where 
angels fear to tread, but help them- 
selves to the best chair in the house 
and pour themselves a cup of tea. 
They do not hesitate to promise a 
lady that if she will use their par- 
ticular carpet sweeper she will keep 
her husband’s love. I’ve chewed 
through a box of cigars trying to 
figure out how to tell the ladies that 
our 20 gallon corrugated iron ash 
cans will enable them to win the men 
they love. 

But I never really had a chance 
to put the idea into practice. A fel- 
low from the city hall dropped in 
one day unexpectedly—. But that’s 

(Continued on page 108) 
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This arrangement of Hardware Age 
interchangeable display fixtures is 
used in the window (right) 
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r | JHE element of surprise and 
entertainment is one that enters 
into the making of good win- 

dow display programs. No one will 

contend that the same old conserva- 
tive type of window display will 
hold the attention of people indefi- 
nitely. . While we do not advocate 
the extremely comic idea in window 
displays, there is a happy medium 
between the severely conservative 
and the comic that may be employed 
at odd times. One of these occasions 
is the quiet time following the holi- 
day season. Something that prompts 
the exclamation “Have you seen that 
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A Little Humor 
Now and Then 


Makes the Folks Come Back Again 


clever idea in Brown’s Hardware 
store window?” is desirable at this 
time. 


Get Out of the Rut 


In any given community, whether 
it be a country town or city shopping 
center, you have a certain number of 
other merchants who are competing 
for a share of the public’s attention 
—casual attention if you please. If 
you are a keen student of people, as 
merchants should be, you will have 
some idea of the temper of your 
average customer. You can judge 
the sort of thing that will attract 


their attention. It is highly probable 
in your particular area that few, if 
any, merchants are doing anything 
but the most ordinary kind of win- 
dow trimming. Let that be your cue 
to step into the picture with a win- 
dow trim that will at least get people 
talking about your store. It is a safe 
wager that the humorous touch at 
odd times will be the shortest cut to 
that position along your shopping 
street. 

Note that we do not advocate this 
humorous idea as a regular diet, but 
as a contrast to the staid and sober 
window you have been using or that 
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your neighbor merchants have used. 
It will be the dash of seasoning that 
makes the window look snappy. 

In the displays suggested here, the 
humorous part has been confined to 
one central poster, which may be 
produced easily enough by the sign 
writer who has a flair for drawing. 
The easy drafting charts are pro- 
vided and all he has to do is is to 
enlarge the squares to the size re- 
quired for the poster and follow the 
mapping arrangement. Those who 
have never tried this method of re- 
producing pictures will be surprised 
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at the accuracy and ease with which 
they can be made. 

To adapt this idea to a new one 
that is being used in the large stores 
the sign man can use actual fabrics 
for such areas as the coat of the man 
in the electrical window. Cut a piece 
of your old tweed overcoat to fit the 
shape of the coat (plotted out on a 
wrapping paper pattern) and paste it 
on to the poster. It will have a color 
effect and snap that will carry effec- 
tiveness. On the shower curtain you 
can use a similar idea. Some appro- 
priately flowered chintz will make 
the lady look real. Friend husband 
on the opposite side of the poster can 
do with a bit of fancy material to 
look like a real bath robe. 

These unusual, if simple innova- 
tions will make your window just 
enough out of the ordinary to make 
people’s tongues wag. 

Of course these windows have been 
arranged with HARDWARE AGE inter- 
changeable display fixtures, the orig- 
inal sketched window display in the 
hardware field. A set of instructions 
is available without cost and shows 
how you can construct your own fig- 
ures. With a set of these units you 
can quickly and economically set up 
a window that gets the effect without 
the use of excessive quantities of 
merchandise. Write the managing 
editor. 


This arrangement of Hardware Age 
interchangeable display fixtures is 
used in the window (left) 
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The advantage of the interchange- 
able display fixtures is that they may 
be placed in so many different com- 
binations that they provide great 
flexibility. They build up at the 
back quickly and easily, reducing 
the work of the display man. Mer- 
chandise can be made to appear well 
on them because each unit provides 
a background or pedestal. You 
don’t have to have a lot of saleable 
merchandise out of circulation for 
window displays. A sample of the 
various lines will serve the purpose 
when you use these fixtures. 








(1) If a merchant wants 38% markup and an item costs $3.25, what is the 
selling price? 





100% 5.24 Answer, 
38% pr 
62) 3.25 $5.24 
62% 





(2) If a merchant wants 38% markup on a selling price of $4.50, what 
cost price can he pay? 





100% 4.50 Answer, 
38% 62 $2.79 
62% 900 

2700 
2.7900 














(3) How is markup percentage computed? q ‘ 
a. Find dollar markup by subtracting cost from selling price. 
b. Find markup percentage by dividing selling ae” dollar markup. 
(a) 





Selling Price .......$3.50 38.6 
Cane PUG .6ics60se 2.15 3.50) 1.35 
Dollar Markup ..... $1.35 


Answer, 38.6% is the markup percentage. 








The arithmetic of markup involves three elements: cost, selling price and markup per- 
centage. This chart shows how to compute any one of these three when the other two 
are known. 


The Arithmetic 
of Markup 


By MURRAY C. FRENCH 


Retail Analyst 


just how to figure markup? If 

so, this short sketch is written 
for you and is intended to clear up 
any uncertainty about the arithmetic 
of markup. 

First, what is markup? It is 
simply the difference between the 
cost and the selling price. Expressed 
as a dollars-and-cents item, it is 
easily understood. But expressed as 
a “percentage,” it begins to sound 
complicated. 

How do we compute this markup 
percentage? There is just one way 
of figuring it, and no other, as shown 
in Section 3 of the chart. Looking 
at it one way, the markup percentage 
indicates what proportion of the sell- 
ing price will be available for paying 
expenses and for profit. This markup 
percentage, we see, is always based 
on the selling price. 


lr your mind a little hazy about 
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“But,” say you, “how can I com- 
pute anything on the selling price 
when I don’t know the selling price 
yet? That’s what I am trying to 
determine, what the selling price 
should be.” 

All right, Section 1 of the chart 
answers that question. It shows how 
to find the required selling price 
when the cost and desired markup 
are known. Then Section 2 shows the 
method of finding how much can be 
paid to maintain the desired markup 
for any certain selling price. 

Now comes the old question: Why 
is the percentage of markup figured 
on the selling price instead of on the 
cost? 

Because expense percentages are 
always computed on the sales, not 
on costs. The whole object of mer- 
chandising is to make the margin 
cover the expenses—plus a_ profit. 
Therefore the markup percentage and 
the expense percentage must be per- 
centages of the same thing, or they 
don’t make sense. 


Besides, the word “percentage” 
means “part.” The markup is dis- 
tinctly not a part of the cost. It is 
something above and beyond the cost. 
It is a part of the selling price and 
should be thought of—and figured— 
as a percentage of the selling price— 
always. 

Our grandfathers customarily fig- 
ured markup percentages on the cost 
price, and no one can estimate how 
many of them went bankrupt on 
account of this one error in mathe- 
matics. 

At the risk of boring you, let’s do 
a problem to make that point sink 
in. A merchant finds his cost of 
doing business is 30 per cent of his 
sales. He then reasons, “To make 5 
per cent profit I must mark my goods 
up 35 per cent.” Right, so far. He 
receives an item costing $1. Apply- 
ing that 35 per cent markup to the 
cost, he believes the required markup 
(in money) to be 35c (35 per cent of 
$1), so he prices the article at $1.35. 
However, his 30 per cent expenses, 
figured on this $1.35 selling price, 
amount to over 40 cents, so he is sell- 
ing at a loss instead of at a profit. 

The moral is plain. Yet, unfor 
tunately, we still have our die-hards 
in the hardware trade, who insist on 
talking about “50 per cent profit” 
when the figures they refer to are 
only 33 1/3 per cent markup on the 
selling price. The larger figure may 
sound better but it is a dangerous way 
of thinking. 

What is “cost”? Once that was 
an easy question, but lately, especial- 
ly since the NRA entered the scene, 
many bitter arguments have been 
waged as to what constitutes cost. At 
the present writing, “cost” is held to 
be the net delivered price, in other 
words, the invoice price plus trans- 
portation minus discount. 

It is on that basis the hardware 
trade must do its thinking, not on 
cost as shown on the invoice, but 
cost laid down at the door. 

To sum up: The mathematics of 
markup involves a definite under- 
standing of three factors: First, 
what constitutes cost; second, what 
markup percentage is required to re- 
sult in a profit; and third, the cor- 
rect figuring of selling prices, based 
on this knowledge. 
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“HARDWARE CURIOSITIES 


By ROBERT PILGRIM 














THE 
PENSIVE 
“ROD” 


ATOP THE 
MONUMENT 











































THE WASHINGTON MONUMENT 1S 
FITTED WITH PLATINUM TIPPED 
AND GOLD-PLATED LIGHTNING 
BES... . -. THESE EXPENSIVE 
LIGHTNING RODS COST OVER? 800.00! 
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— A“ RABBIT- PROOF” FENCE GOO MILES 
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ARTIFICIAL "RUBBER’ HAS 

BEEN MADE FOR THE FIRST 

TIME, BY USING ACETYLENE, 
SALT, AND WATER 


LONG WAG ERECTED IN WESTERN AUGTRALIA, BY 
THE AUSTRALIAN GOVERNMENT 





ONE OF THE WORLDS 
SMALLEST ENGINES... 


THIS STEAM RECIPROCATING ENGINE, EXHIBITED AT 
THE NEW YORK POWER SHOW HAS A 2S INCH BAS 
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AND IS Less THAN AN /NCH HIGH 
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This group of cyclists rode into Bucyrus from 
Shelby, Ohio, to be guests of “Ironmonger” Walther 


A. WALTHER, Bucyrus, 
Ohio, believes that bicycles 
®are here again to stay, und 


what is more important to hardware 
dealers, they are going to find a nat- 
ural outlet in hardware stores. 
Walthers have sold bicycles ever 
since they were in their heydey, years 
ago. Of the intermediate years it is 
well known that bicycles all but 
faded off the horizon. Mr. Walther 
attributes that condition to the fact 
that widespread prosperity led peo- 
ple on to the point where.they pro- 
vided their children with smal! au- 
tomobiles in which to ride to their 
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Bucyrus, Ohio, hardware dealer among © 





many who are selling large numbers of 


bicycles, says they are a major item. 


schools, for their pleasure jaunts and 
other uses that bicycles formerly 
were put to. Harder times have 
brought people back to two wheels 
in increasing numbers. 

Last year Walther sold about 80 
bicycles from his hardware store. 
There is no doubt that much of his 
bicycle volume is due to the fact that 
the store has never given up handling 


them, but it is also true that most 
hardware stores could develop a fine 
trade in bicycles with no more than 
the usual attention given to a worthy 
line. A reliable product that has 
good talking’ points and compares 
favorably with that offered elsewhere 
is the first requirement. You must 
have a quality product to sell—price 
competition is to be found in this 
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line from other than hardware stores 
and the only satisfactory way to 
counter it is by having superior 
points to talk about to your cus- 
tomer. 


Roads Not Dangerous to 
Spry Youngsters 


It is sometimes asked whether the 
prevalence of autos on the road are 
a drawback to selling bicycles. Mr. 
Walther has found that it is no deter- 
rent in his locality. Boys and girls 
are quick of eye, and athletically ac- 
tive. Their modern school training 
obtained in the gymnasiums teaches 
them how to fall without injury, 
their youth makes them naturally 
alert and quick of action. The per- 
centage of accidents involving bi- 
cycles is negligible. Besides this, 
America has thousands of miles of 
country roads where, contrary to 
some opinion, there are no autgmo- 
biles to speak of. 


Bicycles, says Mr. Walther, are be- 
coming so popular in large summer 
and winter resorts of fashionable 
people that large parking places are 
being provided for them. Not the 
youth of the country, alone, but the 
grown up population as well, are go- 
ing back to cycling. Even if the 
much desired prosperity returns, he 
thinks, people will not soon go back 
to autos for the youngsters when bi- 
cycles will serve as well or better. 
They certainly are more benefit to 
the youngsters’ health—a point that 
should be stressed in advertising and 
selling talks. 


It’s a Hardwareman’s 
Natural Business 


This hardware dealer estimates 
that Bucyrus has about 1000 bicycles 
at present and with the interest being 
revived at the rate it is, there should 
be a lot more very soon. 


We asked Mr. Walther about the 
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A part of the wheel goods department of the Schaberg-Dietrich Hardware store in 
Lansing, Mich. This store sells bicycles in competition with catalog houses and 
finds the demonstration of superior bicycles a potent force in appealing to high 


school boys and girls. 


This photograph was taken during the Christmas season 


and shows a smaller display of bicycles than that used during the spring, summer 
and fall seasons. Schaberg-Dietrich keep bicycles in their window and store displays 
continuously and thereby build a reputation as a reliable bicycle store. 
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business likely to be done by bi- 
cycle repair shops such as operated 
in the old days of the bicycle. He 
intimated these shops would not be 
important competition because the 
boy who rides a bike to school is, 
through manual training, able to do 
most of his own bicycle repair work. 
A broken spoke or such repairs can 
be made at the Walther store. In 
fact mechanical repair services of 
various kinds are one of the best 
sources of store traflic for Walther. 
A first-class tin shop is maintained, 
iron and sheet metal supplies are 
kept, automobile glass and radiator 
work is done as convenience service 
to customers. 

The old reliable means of exploit- 
ing merchandise such as bicycles— 
the window and floor display, backed 
by newspaper and direct mail is 
recommended. While Walther does 
a good Christmas business in_bi- 
cycles and some are sold in the 
spring, he states that the best time to 
sell bicycles, for him at least, is just 
before the boys and girls return to 
school in September. 

Much can be done by encouraging 
cycling clubs. People are fond of 
joining clubs and boys and girls of 
high school age are particularly so. 

One dealer in the central states ob- 
served that bicycles probably will be 
the hardware dealer’s great oppor- 
tunity. One thing is certain—in 
every community, large or small, a 
goodly proportion of the population 
is of high school age and interests. 
They can easily be interested in bi- 
cycles. These boys and girls are 
also of an age when they have a 
strong influence on the buying de- 
cisions of their parents. Plant the 
desire for bicycle ownership in their 
minds, by means of attractive pic- 
tures, shiny new modern bicycles in 
your windows, on your sales floor 
and wherever you can get the oppor- 
tunity to show them. Youthful in- 
genuity will do the rest. 
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A Four-Point Selling Plan 


Schaafs Hardware, Remsen, lowa, Made Highly Successful Drive 
on Available Corn-Loan Money 


OUR ideas struck Fred Phillips 
| cee he found the Govern- 

ment was actually going to 
loan 45 cents a bushel to farmers on 
their corn. Phillips is manager of 
Schaafs Hardware Store, Remsen, 
lowa. 

He reasoned that 45 cents a bushel 
would be so much better than the 12 
cents of a year ago, that the farmer 
would spend money for a lot of 
things he needed; but he knew the 
farmer would have many opportuni- 
ties to spend that money. So he 
decided to canvass hard and per- 
sistently during all the time that the 
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corn-loan money was coming into 
the community, and to keep up the 
canvassing thereafter just as long as 
there was any sign of business. 

He reasoned that with the farmers 
being paid a bonus for taking a per- 
centage of land out of production, 
and letting it lie idle, or using it for 
non-crop soil builder, such as clover 
or alfalfa, that there would be a stiff 
demand for these seeds. So he de- 
cided to make a drive on that end 
of the business. 

He reasoned that those farmers 
who did not take the Government 
corn loans might want to trade their 


corn directly for merchandise, get- 
ting a full price allowance so as to 
avoid the confusion, delay, and detail 
of working out a corn loan. He de- 
cided to take corn in trade for his 
merchandise. 

He reasoned that some who had 
little or no corn to spare, either for 
Government loan or to trade for mer- 
chandise, might nevertheless have 
some spare cattle they might want 
to trade. 

So Phillips decided to proceed on 
this four-point plan:—canvassing for 
corn-loan money, soliciting grass- 
seed business from those who were 
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reducing crop acreages, taking corn 
in trade, and taking cattle in trade 
for merchandise. 

Activities started on the “four 
fronts” early in the wint:r. Here 
are a few of the high lights of the 
Schaafs sales for three months: 

20 kitchen ranges 

80 washing machines 

An enormous volume of sweet 
clover and alfalfa seeds. 

A check-up at that time showed 
that 87 per cent of the washing ma- 
chines, for example, had been sold for 
cash. This shows that the company 
did not take in corn or cattle for 
many of the washing machines, at 
least. 

A check-up at the same time 
showed how much corn and live stock 
had been taken in on sales of vari- 
ous kinds, for the company was 
exceedingly busy selling other items 
in the line besides ranges, washers 
and seeds. By the middle of March 
the company had 17,000 bushels of 
corn in temporary cribbing on a 
vacant lot owned by the company two 
blocks from the store. This was corn 
taken in in trade from farmers who 
either did not care to’ be bothered 
with the Government loan, or from 
farmers who chose to pay old ac- 
counts with corn rather than go into 
the detail of getting a Government 
loan negotiated, and then turning 
the money over. ; 

At the same time the company had 
135 head of cattle on feed on a farm 
a few miles from town. These were 
the cattle taken in in trade for mer- 
chandise, in cases where the farmer 
pleaded “no money” when he was 
solicited for business. 

“We were able to take cattle in 
exchange for merchandise,” said Fred 
Phillips, “because we had a farmer 
out here in the country who owed us 
quite a bill, and who had a lot of 
pasture, feed lots, and an abundance 
of hay and corn stalks. So we made 
an arrangement with him to take in 
and take care of the cattle we would 
get in trade for merchandise. Thus 
we are letting him work out his debt 
to us by caring for our cattle, and 
feeding them his hay. That kills sev- 
eral birds with one stone, and we are 
going to come out very nicely on the 
cattle, I am sure.” 

Corn-loan money began to arrive 
in the community the latter part of 
December, and Schaafs Hardware 
began to get results in earnest shortly 
after January 1. 
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Fred H. Phillips, Jr., just out of 
high school, son of the manager, 
does most of the canvassing for wash- 
ing machine sales. Eighty washing 
machines had been sold and deliv- 
ered by the middle of March. 

About three-fourths of the washers 
sold are sold to farmers, which is 
another evidence that the company is 
taking advantage of the corn-loan 
money. Remsen is a town of only 
1181 population, so it is clear that 
the town population would not ab- 
sorb such a volume of washers in 
so short a time. 

Canvassing for range sales started 
about the same time as the washer 
canvass, both being timed to get 
corn-loan money. “With 20 kitchen 
ranges sold in the first two and a half 
months of the year,” said Mr. Phil- 
lips, “we had already sold more 
ranges than we sold during the entire 
12 months of 1933. It just shows 
what this corn loan made possible, 
along with the advance in the price 
of butter fat, and a few other little 
things that are more favorable for 


the farmer. These have brought 
sudden possibilities for the hardware 
man who will get out and push for 
the business.” 

Nor is the Remsen community the 
best potential market in the state as 
a result of corn loans. Some dealers 
have called attention to the fact that 
the corn loan is “spotty,” that is, that 
it is much heavier in some localities 
than in others. It must not be 
thought, then, that Remsen, in Plym- 
outh County, was the best corn-loan 
community in the state of Iowa. Not 
by any means. Plymouth County by 
the middle of March had received 
only $669,000 in corn loans, while 
Pocahontas County, only 75 miles 
away, had already received $2,670.- 
000. Thus with his county getting 
only one-fourth as much corn-loan 
money as a_ neighboring county, 
Phillips had nevertheless done a re. 
markable volume of business, by 
making a four-point sales drive with 
full confidence that business was 
available, and a fuller determination 
to get a good share of it. 





Don't Talk Down 


YOUNG man with all the ear- 
A marks of a good salesman— 

neatness, energy, good health, 
enthusiasm, knowledge of his mer- 
chandise—wondered why he didn’t 
advance more quickly; why he didn’t 
sell more. He didn’t realize that he 
possessed some very offensive speech 
mannerisms. He could and would 
have readily eliminated them if he 
had been aware of their existence. 


to Your Customers 


A previous Word-Graph, No. 3, 
has tabulated some of these offensive 
mannerisms—the cliches of selling. 
To recall a few—“What can I do for 
you?”—“Anything else today”— 
“Something?” —“Free trial” — 
“About what price did you want to 
pay ?”—etc. 

Offensive speech manners, on the 
part of the seller, deny the quality 
of the House and its merchandise. 








SALES LIABILITIES 


SALES ASSETS 





“Do you understand what | mean?” 


“Am | making myself clear?’ ° 





“1 guess you didn’t understand (get me) 
when | stated that—” 


“| didn’t make myself clear. What | 


meant was—”’ 





“This is our better quality, see?’ 


SEE is tacked on to many a selling sen- 
tence, and may be called an extremely 
common and annoying mannerism of sales 
speech. 





“This is what everybody is buying right 
now.” “They don’t use that any more.” 
“This is all the rage.’ 


Many people object to following the myth- 
ical “they.” It is better to concretely 
refer to fashion designers, engineers or 
other experts responsible for the introduc- 
tion of the new, and to give reasons why 
these experts sponsored it. 





Dear—even Dearle!—old man—and kin- 
dred familiarities. 


Most people object—are even downright 
hostile—to speech familiarities. To use 
the name of the customer in direct ad- 
dress is the best possible form. 





“This equipment will make you a better 
cook.’ 





“This equipment will make you even a 
better cook.” In selling all commodities— 
to housewives or to big business chiefs, 
care be taken to avoid reflection upon 
skill, efficiency or capability. 
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Sp eed Pens in Card riting 





Ninth of a 
Series of Articles 
on Show Card 


Work 


HE Speed lettering pen is com- 
I £P 

paratively a new invention to 

faeilitate the art of show card 


writing. They are practically fool 
proof and are so designed that they 


may be successfully operated in the . 


hands of anyone willing to practice 
with them according to the instruc- 
tions herewith. They are not intended 
to take the place of the brush or the 
fine engrossing pen, but for quick, 
knock out effective and legible show 
cards they cannot be equalled. 

This single - stroke _ half - round 
Gothic block alphabet is particularly 
adapted for speed pen lettering. The 
strokes composing each letter being 
of equal width all the way around, 
and as each stroke taken being a fin- 
ished part of a letter requiring no 
squaring off or touching up it is easy 
to understand from where the speed 
pen derives its name. 

The difference between lettering 
with a brush and the speed pen is: 
That a brush will naturally spread 
out under the slightest pressure, and 
when removed from surface will 
leave an unfinished terminal which 
must be evened off by turning the 
brush sideways. 

The speed pens are so strongly 
constructed that they will not spread 
under pressure, each pen is rein- 
forced with a brass reservoir shank 
which holds sufficient ink to write 
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These pens are of the type recommended for the lettering alphabet shown and discussed in 
They are obtainable in almost any artists’ supply store 


this article. 


from six to ten words with one dip- 
ping, and if the bill of pen is kept 
flat on the surface, the end of each 
stroke will not be ragged or uneven 
when pen is removed. 

While the Speed or “Speed Ball” 
pen is the speediest tool invented for 
free hand lettering of the hurry up 
kind, it will not do very large letter- 
ing like a Red Sable brush, but for 
small show cards the pen will do the 
work in one-half the time required 
for brushwork. 


How They Are Made 


In general appearance the speed 
pen is not unlike the ordinary writing 
pen point, but instead of the usual 
fine points, the nibs consist of two 
hemispherical flat surfaces with a 
fine split between them, the point 
are round and blunt and bent up, 
just as if you would take a pair of 
small pliers and bend up the points 
of an ordinary steel pen after filing 
the point round. These two points 
together form a circle, so that when- 
ever a pen is placed on any surface, 
it produces a solid circle of ink or 
color; and, if it be drawn along, a 
solid, uniform line with those per- 
fectly rounded terminals so difficult 
to obtain with other drawing or let- 
tering instruments. 

It is very important that the ink 
should not be either too thick or too 
thin; the regular show card inks 





should be thinned by adding a few 
drops of water at a time until they 
flow freely from reservoir. Black 
india ink, which may be purchased in 
most stationery stores, will be found 
the most satisfactory of all. The be- 
ginner should remember that the 
speed pen will not work properly un- 
less the tip or bill of pen is at all 
times kept flat upon the surface; very 
little pressure will cause the writing 
fluid to flow. 

Highly colored lithographed show 
cards have their place of course, but 
at best they have the stiff appear- 
ance of the stereotyped printed litho, 
some of which are so very much over- 
done in color combination that they 
do not readily find a place in the 
modern hardware store. 

A plain white card with neat black 
lettering well balanced carries more 
weight and is much more compelling 
than a show card all dolled up in 
the colors of the rainbow. 

There is one very important thing 
that the beginner at show card writ- 
ing should keep in mind, and that is 
brevity of copy, for no matter how 
finished a job of lettering may be, it 
is a failure if the card has the ap- 
pearance of being crowded. Study 
your copy and then see how much 
you can boil it down, eliminating all 
unnecessary words and particularly 
all superfluous “and’s,” “if’s,” “of’s,” 
etc. There is a big difference in tell- 
ing the story on a show card from 
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the published ad in the newspaper. 
The card is generally placed on or 
near the article displayed, which 
more or less speaks for itself, while 
in the newspaper advertisement a de- 
tailed description is essential. A 
great many copy writers have learned 
through intensive practice that the 
longest story can be told in a brief 
way and far more effectively. The 
capital letter “A” requires but five 
single strokes to complete as the ar- 
rows and numbers indicate. The let- 
ter “B” requires but three single 
strokes. Four single strokes com- 
plete the letter “C.” Each stroke is 
finished as the pen is removed, no 
patching or straightening is required. 

The lower-case letters shown on 
the bottom of plate require one-half 
the amount of strokes as do the cor- 
responding capital letter. The prac- 
tice strokes shown on the bottom of 
plate should be copied several times 
before attempting to construct the 
letters. 





This window display utilizes fixtures similar to those in the Hardware ‘Age Original 
Displays (See pages 52-53 this issue). Photo from the Chicago Retail Hardware 
Association’s model store in the Merchandise Mart. 
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This alphabet of speed lettering is particularly suitable for the more modern requirements of the card writer. It is simple 
be produced in the minimum of time with speed pens such as those shown on the opposite page. 
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OBERLIN, On10: Where can we get 
repairs for a Burnside heating stove?— 
Miles J. Watson. 

ANSWER: Phillips & Buttorff Mfg. 
Co., Nashville, Tenn. 

& na “ 

Brookiyn, N. Y.: Where can I pur- 
chase a jig saw that can be operated 
by the foot?—Chas. H. Chapman, Jr., 
Hardware. 

ANSWER: Schroeter Bros., 415 N. 
Fighth St., St. Louis, Mo. 

* * * 


Ripcewoop, N. J.: Who makes the 
Ice Master ice cube crusher?—Ridge- 
wood Hardware Co., Inc. 

ANSWER: Viking Products Co., 
Akron, Ohio. 

* * a 

Geneva, Onto: Where can we buy 
parts for an Enders Special Service, 
4110 ga., double barrel shotgun?— 
Briggs Hardware Co. 

ANSWER: This is a special brand 
of the Simmons Hardware Co., St. 
Louis, Mo. 


* * * 

Syracuse, N. Y.: Furnish names and 
addresses of several manufacturers of 
glue pots.——Dayton Hessler Co. 

ANSWER: Chas. E. Francis Co., 
Rushville, Ind.; Lafayette Metal Spin- 
ning Co., 6 Howard St., New York 
City, and Marietta Hollow Ware & 
Enameling Co., Marietta, Ohio. 

* * x 

SHERIDAN, Wyo.: Who makes An- 
nite, a cleaning preparation?—D & D 
Hardware Co. 


ANSWER: Quigley Co., Inc., 58 W. | 


45th St., New York City. 


* * *& 
Cuicaco, Itit.: Who makes the 
Mohawk-Shelburne_ breast  drill?— 


Hocking & Penhallegon. 
ANSWER: Miller Falls - Goodell 
Pratt Co., Greenfield, Mass. 
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SaLem, Onto: Who makes Nesco 
Perfect oil heaters?—-The Glogan- 
Myers Hardware Co. 

ANSWER: National Enameling & 
Stamping Co., Milwaukee, Wis. 

* * * 

Newark, N. J.: Provide name and 
address of the manufacturer of Apple- 
ton car movers.—L. Friedman, Estate. 

ANSWER: Appleton Car Mover Co., 
Appleton, Wis. 

+ *% * 

BucKHANNOoN, W. Va.: Who makes 
Kewanee heating systems?—Upshur 
Hardware Co. 

ANSWER: Kewanee Boiler Corp., 
Kewanee, IIl. 

*% * * 

Raritan, N. J.: Where can I get re- 
pairs for a Dodge Micrometer scale? 
—W. F. Peebles, Hardware. 

ANSWER: Testing Machines, Inc., 
460 W. 34th St., New York City. 


- ® = 


So. MANCHESTER, CoONN.: Where can 
we buy both convex and concave bot- 
tom planes for ship model work?—The 
F. T. Blish Hardware Co. 

ANSWER: Stanley Works, New 
Britain, Conn. : 

* # & 

Marcus Hook, Pa.: Where can we 
obtain pure pine oil for use as a pre- 
servative on a log cabin?—C. M. Giles, 
Jr., Hardware. 

ANSWER: General Naval Stores 
Co., 230 Park Ave., New York City. 

* * & 


FLeIsScHMANNS, N. Y.: Who makes 
Unique sash balancers?—-Halpern Mer- 
cantile Co., Inc. 

ANSWER: Unique Window Balance 
Corp., 296 E. 134th St., New York City. 
* * * 

ToLepo, Ou10: Where can we obtain 
Peerless staples to be used for instal- 
ling greenhouse and hot-bed sash?— 
David Marleau Co. 

ANSWER: Austin & Eddy, 117 
Broad St., Boston, Mass. 


27, 1934. When writing 


Who Makes It? 


rmation regardi sources of supply as provided readers 
ors ardware ‘tee ee the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their —- — to ee ene -—_ — 
e i al feature in eac ssue supplemen - 
- —.. , -- the “Who Makes It?” issue published on Sept. 
to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes Itt” sec- 


Lockport, N. Y.: Where can we pur- 
chase repairs for the Western Electric 
(rotary) electric washing machine?— 
Taylor & Baker. 

ANSWER: Graybar Electric Co., 180 
Varick St., New York City. 

* & & 

Ciarion, Iowa: Where can we ob- 

tain repairs for Baltic cream freezers? 
—Shupe & Son. 

ANSWER: Cream Separator Supply 

Co., Bloomfield, N. J. 
* *% * 

New York City: Where can we ob- 
tain home size syphons for making 
seltzer ?—Schemel-Elliott, Inc. 

ANSWER: Walter Kidde & Co., Inc., 
Bloomfield, N. J., and Sparklets Corp., 
231 FE. 51st St., New York City. 

* & 

New Lonpon, Conn.: Who makes 
the No. 60 Wise lock?—Aben Hard- 
ware Co. 

ANSWER: Wise Lock Co., 2730 
Grand Ave., Cleveland, Ohio. * 

* & # 

Zion, Itt.: Who makes the Everedy 
salad set?—Zion Department Store. 

ANSWER: Everedy Co., Frederick, 
Md. —— 2 


St. Louis, Mo.: Furnish address of 
the Rau Flue Stopper Co.—Witte & 
Umrath Hardware Co., Inc. 

ANSWER: 1102 W. Main St., Louis- 
ville, Ky. 


* + 


Nortu Star, Onto: Where can re- 
pairs for Our Very Best (OVB) food 
choppers be obtained?—North Star 
Hardware Co. 

ANSWER: This is a private brand 
of Hibbard, Spencer, Bartlett & Co., 
211 East North Water St., Chicago, III. 


& 


LAKE Ptacip, N. Y.: Where can we 
purchase Tarnish Proof silver chests to 
retail for around $1.00?—Lake Placid 
Hardware Co., Inc. 

ANSWER: Decorative Cabinet Corp., 
21-02 44th Ave., Long Island City, 
he ¥. 
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CONVENTION CALENDAR 


AmerIcAN Hardware Manufacturers Assn., 70th Semi-Annual 
Convention in conjunction with 45th Annual Convention of 
Southern Hardware Jobbers Assn., Miami Biltmore Hotel, 
Miami, Fla., April 8 to 11 inclusive, 1935. Secretary, 
Manufacturers Assn.: Chas. F. Rockwell, 342 Madison Ave., 
New York City. Secretary, Southern Jobbers Assn.: T. W. 
McAllister, Grant Bldg., Atlanta, Ga. 


CALIFORNIA Retail Hardware and Implement Association 
Thirty-fourth Annual Convention and Exhibition, Hotel 
Whitcomb, San Francisco, Cal., Feb. 12 to 14 inclusive, 
1935. Le Roy Smith, manager-treasurer, 417 Market St., 
San Francisco, Cal. 


Connecticut Hardware Association Annual Convention, 
Hotel Taft, New Haven, Conn., Feb. 26 and 27, 1935. Chas. 
F. F reeman, secretary, Branford, Conn. 


InaHo Retail Hardware and Implement Dealers’ Association 
Annual Convention, Boise, Idaho, Jan. 22 and 23, 1935. 
E. E. Lucas, secretary, N. 1811 Atlantic St., Spokane, 
Wash. 


ILtinoIs Retail Hardware Association Thirty-eighth Annual 
Convention and Exhibition, Armory, Peoria, IIl., Feb. 5 to 
7, 1935. Paul M. Mulliken, managing director, 1141 Mer- 
chandise Mart, Chicago, II]. 


INDIANA Retail Hardware Association Annual Convention and 
Exhibition, Indianapolis, Ind., Jan. 29 to Feb. 1 inclusive, 
1935. G. F. Sheely, managing director, 130 E. Washington 
Bldg., Indianapolis, Ind. 


lowa Retail Hardware Association Thirty-seventh Annual 
Convention and Exhibition, Des Moines, Iowa, Feb. 12 to 
15 inclusive, 1935. Sessions: Hotel Savery. Exhibition: 
Coliseum. Philip R. Jacobson, secretary, Mason City, Iowa. 


Kentucky Hardware and Implement Association Annual Con- 
vention and Exhibition, Seelbach Hotel, Louisville, Ky., 
Jan. 22 to 24 inclusive, 1935. J. M. Stone, secretary, Room 
9, Seelbach Hotel, Louisville; Ky. 


MicuicaN Retail Hardware Association Annual Convention 
and Exhibition, Grand Rapids, Mich., Feb. 12 to 15 in- 
clusive, 1935. Sessions: Hotel Pantlind. Exhibition: Civic 
Auditorium. Harold W. Bervig, secretary, 1112 Olds Tower 
Bldg., Lansing, Mich. 


Minnesota Retail Hardware Association Thirty-ninth Annual 
Convention and Exhibition, St. Paul Auditorium, St. Paul. 
Minn., Jan. 22 to 25 inclusive, 1935. C. J. Christopher, 
manager, Nicollett and Twenty-fourth Sts., Minneapolis, 
Minn. 


Missouri Retail Hardware Association and Mississippi Valley 
Farm Equipment Association Joint Annual Convention, 
Jefferson Hotel, St. Louis, Mo., Feb. 19 to 21 inclusive, 1935. 
F. X. Becherer, secretary, 5106 N. Broadway, St. Louis, Mo. 


NeprasKA Retail Hardware Association Thirty-fourth Annual 
Convention and Exhibition, Hotel Fontenelle, Omaha, Neb., 
Feb. 5 to 7 inclusive, 1935. George H. Dietz, secretary, 
414 Little Bldg., Lincoln, Neb. 


New Encianp Hardware Dealers Association Forty-second 
Annual Convention and Exhibition, Hotel Statler, Boston, 
Mass., March 6 to 8 inclusive, 1935. Guy C. Small, secre- 
tary, 140 Federal St., Boston, Mass. 

New Encianp Houseware and Appliance Show, Horticultural 


Hall, Boston, Mass., Feb. 18 to 22 inclusive, 1935. L. A. 
Hinds, director, 90 Canal St., Boston Mass. 


New York Houseware Show, Pennsylvania Hotel, New York 
City, July 10 to 19 inclusive, 1935. Flo. English, secretary, 
Hotel Pennsylvania, New York, N. Y. 
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New York State Retail Hardware Association Thirty-third 
Annual Convention and Exhibition, Hotel Statler, Buffalo, 
N. Y., Feb. 12 to 15 inclusive, 1935. John B. Foley, secre- 
tary, 510 Hills Bldg., Syracuse, N. Y. 


Nortu Coast Hardware and Implement Association Annual 
Convention, Multnomah Hotel, Portland, Ore., Feb. 6 and 7, 
1935. Ray Cavanaugh, secretary, 1148 Pacific Ave., Ta- 
coma, Wash. 

NortH Dakota Retail Hardware Association Annual Con- 
vention and Exhibition, Community Memorial Bldg., Bis- 
marck, N. D., Feb. 5 to 7 inclusive, 1935. Louise J. 
Thompson, secretary, 21 Clifford Bldg., Grand Forks, N. D. 


Ou1o Hardware Association Forty-first Annual Convention 
and Exhibition, Columbus, Ohio, Feb. 19 to 22 inclusive, 
1935. Sessions: Deshler-Wallick Hotel. Exhibition: Memo- 
rial Hall. John B. Conklin, secretary, 175 S. High St., 
Columbus, Ohio. 


OkLAHOMA Hardware and Implement Association Thirty- 
second Annual Convention and Exhibition, Shrine Temple, © 
Oklahoma City, Okla., Jan. 29 to 31 inclusive, 1935. 
Charles F. Nelson, secretary, 301 Key Bldg., Oklahoma 
City, Okla. 


Paciric NortHwest Hardware and Implement Association 
Annual Convention, Spokane, Wash., Jan. 29 and 30, 1935. 
W. H. Richardson, secretary, Harrington, Wash. 


PANHANDLE Hardware and Implement Association Annual 
Convention, Amarillo Hotel, Amarillo, Tex., Feb. 4 and 5 
inclusive, 1935. C. L. Thompson, secretary, Canyon, Tex. 


PENNSYLVANIA and Atlantic Seaboard Hardware Association 
Annual Convention and Exhibition, William Penn Hotel, 
Pittsburgh, Pa., Feb. 26 to March 1 inclusive, 1935. Glenn 
Pearce, managing director, 400 N. Broad St., Philadelphia. 


Soutn Dakota Retail Hardware Association Thirtieth An- 
nual Convention and Exhibition, Coliseum, Sioux Falls, 
S. D., Jan. 29 to 31 inclusive, 1935. C. J. Christopher, 
manager, Nicollett and Twenty-fourth Sts., Minneapolis. 


SouTHEASTERN Retail Hardware and Implement Association 
Twenty-first Annual Convention and Exhibition, City Audi- 
torium, Atlanta, Ga., May 7 to 11 inclusive, 1935. H. M. 
Simmons, secretary, 317 Ten Forsyth Street Bldg., Atlanta. 


SouTHERN CALIFORNIA Retail Hardware Association Annual 
Convention and Exhibition, Shrine Civic Auditorium, Los 
Angeles, Cal., Feb. 18 to 20 inclusive, 1935. J. V. Guil- 
foyle, secretary, 1122 Pacific National Bldg., Los Angeles. 


SouTHERN Hardware Jobbers Association Forty-fifth Annual 
Convention, in conjunction with the Sixty-ninth Semi- 
Annual Convention of the American Hardware Manufac- 
turers Association, Miami, Fla., April 8 to 11 inclusive, 
1935. Secretary, Manufacturers Assn.: Chas. F. Rockwell, 
342 Madison Ave., New York City. Secretary, Southern 
Jobbers Assn.: T. W. McAllister, Grant Bldg., Atlanta, Ga. 


Texas Hardware and Implement Association Thirty-seventh 
Annual Convention and Exhibition, Galvez Hotel, Galves- 
ton, Tex., Jan. 22 to 24 inclusive, 1935. Dan Scoates, secre- 
tary, College Station, Tex. 


Vircin1A Retail Hardware Association Annual Convention. 
Monticello Hotel, Charlottesville, Va., Feb. 19 and 20, 1935. 
Thomas B. Howell, secretary, 602 E. Broad St., Rich- 
mond, Va. 


Wisconsin Retail Hardware Association Thirty-ninth Annual 
Convention and Exhibition, Auditorium, Milwaukee, Wis., 
Feb. 5 to 8 inclusive, 1935. H. A. Lewis, executive secre- 
tary, Stevens Point, Wis. George W. Korneley, exhibit 
manager, 3374 N. Green Bay Ave., Milwaukee, Wis. 
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Letters to 





What the Country Needs 


Brooktyn, N. Y.—The past year has 
been one where selfishness and ques- 
‘tionable authority have been largely 
dominant. In seeking a remedy for 
the speculative spree of 1929 we have 
gone far afield. 

In the business world it was thought 
that regimenting business to conform 
to codes that in most cases were the 
invention of industry itself, has only 
brought chaos and confusion. Trad- 
ing the Sherman Act for monopolistic 
agreements that were inaugurated 
largely by selfish desire has proved a 
failure. 

In the labor field the adopting of 
ideal programmes that reduced work- 
ing hours and production without a 
balancing reduction in pay has saddled 
the public with an increased cost that 
has greatly reduced purchasing power. 

The failure of business and govern- 
ment spending to reduce to any large 
extent the unemployment situation is 
another proof that our dreams have 
not come true. Code costs and labor 
costs have practically destroyed our ex- 
port market which has its effect on 
unemployment. 

What the country needs today is con- 
sumption of more goods. This would 
mean more production and more work- 
ers employed. Wage scales must be 
based on buying value rather than on 
dollar value. 

A cop on every corner and a code 
for every transaction breeds a nervous 
strain that destroys confidence. Codes 
and orders have reached such a volume 
that no living man or group of men 
can possibly know what they are all 
about. 

Let us hope that the new Congress 
will carefully analyze the conglomera- 
tion of the last few years, picking out 
those parts which past practice and 
experience have demonstrated work- 
able and discarding those that breathe 
of class selfishness. 

The depression would soon be over 
if we really went back to work, the 


64 


work the pioneers builded into this 
great country and not the thirty-hour 
week of the idealist, and if we at- 
tempted to live on what we have rather 
than what we think we ought to have. 
Benjamin Franklin lived on a roll 
when he had to, but dined with kings 

later. 
R. J. ATKINSON 


An Optimistic Letter From 
Seattle 


SEATTLE, WasH.—It might be inter- 
esting for you to know that the writer 
has just returned from a six weeks 
trip, covering the States of Washing- 
ton, Idaho, Montana, Utah, and Wy- 
oming, and all hardware men con- 
tacted reported a very optimistic out- 
look for 1935. All retail stores antici- 
pate a good volume of business on sea- 
sonable holiday merchandise, and in 
general we would state that the outlook 
is the most optimistic it has been for 
the past several years in this territory. 

The writer found while over there 
recently, that there has been a very 
noticeable increase in mining interests 
due to the favorable position silver is 
now attaining. Likewise, the agricul- 
tural industries such as __ livestock, 
grains, etc., also felt a much firmer 
trend than in the past. 

Nearly all jobbers and dealers con- 
tacted seemed to express a very optim- 
istic attitude for the coming year. This 
attitude is based mostly on confidence, 
more than on any definite concrete 
trends. However, this area is in a very 
favorable situation from the standpoint 
of silver becoming more influential as 
a medium of exchange, and the fact 
that in the entire territory east of the 
Cascade mountains in Washington 
there are a great deal of public works 
projects going on, such as the Coulee 
Dam — project in Washington, the 
Bonneville Dam on the Columbia 
River, and the Fort Peck Dam in Mon- 
tana. These projects run into millions 
of doliars, and will create when com- 
pleted thousands of acres of irrigated 


the Editor 


land that is now nothing but’ sage- 
brush and jack rabbits. 

As far as the writer was personally 
concerned, he feels that the number 
of orders booked were very satisfac- 
tory, considering the time of the year 
the trip was made. This trip covered 
Washington, Idaho, Montana, Wyom- 
ing and Utah. 

H. M. DINGLeEy, 
Austin-Hobson Sales Co. 


An Important Insurance 
Question 


Sr. Marys, Pa.—Your article “Read 
Your Policy” in the December 20th 
issue of your magazine was most in- 
structive and interesting. The average 
hardware dealer, the writer included, 
is generally too busy with the details 
of the store, that he very seldom takes 
the time to look after the more im- 
portant things. 

Would be grateful if you will advise 
or ascertain for us, that when taking 
inventory, is it satisfactory to take the 
cost of the articles on the adding ma- 
chine without itemizing? 

About three years ago we asked a 
representative of one of our insurance 
companies, and he stated this was sat- 
isfactory and since that time we have 
been taking our inventory in this man- 
ner, as the total is all we need in mak- 
ing up our reports and to balance our 
books. 

H. G. MILter, 
Miller’s Hardware 


(The Newark, N. J., office of the 
Hardware Mutual Casualty Company, 
informs us that an itemized inventory 
is the only type of inventory generally 
considered satisfactory by fire insur- 
ance companies, and that it is usual 
practice for insurance companies to 
take a physical inventory following a 
loss by fire. Only through comparison 
with a similar physical inventory, 
taken before the fire, could any accu- 
rate estimate be made of the damage. 
We were also told that it was the prac- 
tice of this company, and many others, 
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to recommend that dealers keep the 
current physical inventory records in 
a fireproof place, preferably in some 
location such as a bank vault where 
they would be safe in case the store 


suffered a fire—Ed.) 


Who and What Is 
a Wholesaler? 


SHELBYVILLE, Ky.—In your issue of 
December 20th you define “The Elec- 
trical Wholesaler.” Won’t you please 
define and publish in the HARDWARE 
Acre, who’ and what the Wholesale 
Hardware should be? 

The worst competition we have is 
from the Wholesale Hardware com- 
panies. 

C. H. WapLinctTon, 
Wadlington Hardware & Furniture Co. 


(We did not write the definition of 
the Electrical Wholesaler, but quoted 
this from Business Week, which in turn 
had quoted it from an electrical asso- 
ciation. 

The only definition of a hardware 
wholesaler we have seen appears in the 
basic wholesale code and in the sup- 
plemental wholesale hardware code. 
Neither one of these definitions are 
very satisfactory in our judgment, but 
at present are the only ones which have 
any official status. 

It has always been our opinion that 
a wholesaler’s business should be de- 
termined by the status of his “sale for 
resale” business in proportion to his 
gross business. Unless selling for re- 
sale is a dominating characteristic of 
a company’s sales policy the company 
should not be considered a wholesaler. 
—Ed.) 


Manufacturers’ Selling 
Policies 


Dowaciac, Micu.—I note with con- 
siderable interest your comments on 
“Manufacturers’ Selling Policies” (H. 
A., Dec. 6, 1934, p. 21), and the atti- 
tude of the National Wholesale Hdwe. 
Ass’n in gathering facts in this respect 
and bulletining them to members. 

I think I saw in another hardware 
publication the tabulation of sales polli- 
cies, made after a survey of the same, 
from a large number of manufactur- 
ers, listing those that sold the chains, 
mail-orders and other cut-price organ- 
izations, and those who confined their 
business exclusively to the retail dealer 
and the wholesale jobber. 

We have been religiously sticking to 
this policy now for several years and 
are not selling our tackle directly or 
indirectly under private brand or 
otherwise to the chains or mail-order 
houses, but it has been disappointing 
to us at times, to see the attitude of 
some wholesalers and some retailers 
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who do not appreciate that their profits 
depend upon the price they are forced 
to sell their goods at, and not so much 
the discount they get from list. 

We are glad to note that this apathy 
is changing to a lively interest on the 
subject and believe that further com- 
ments in your publication along these 
lines will aid to the benefits of the 
hardware trades as a whole. 

M. F. Jamar, Jr., 

Advertising & Sales Promotion Mer., 

James Heddon’s Sons 


The Cities With Natural Gas 


MrinneEApouis, Minn.—In your issue 
of December 6, 1934, on page 22, you 
state that the following states are 
served with natural gas and list as fol- 
lows the number of cities in states: 
Minnesota, 41 cities; North Dakota, 18 
cities, and South Dakota, 14 cities. 

Do you have a list of these cities or 
can you advise me where such a list 
can be secured? 


A. C. BLack, 
A. C. Black Co. 


(Mr. Black refers to the highly in- 
formative article by A. E. Long, who 
has also furnished us with the names 
of cities having natural gas in the three 
states mentioned.—Ed.) 

The list follows: 


MINNESOTA: — Albert Lea, Austin, 
Owatonna, Wauseca, Dundas, Faribault, 
Northfield, Rochester, Wells, Alden, 
Byron, Claremont, Dodge Center, Farm- 
ington, Inner Grove, Rosson, Manton- 
ville, New Richland, Rosemont, Le Center, 
Le Sueur, Montgomery, New Prague, St. 
Peter. 

(Minneapolis has granted a franchise 
also, and should have the natural gas 
turned on by the first of the year accord- 
ing to word I have from the Northern Gas 
& Pipe Line Co. headquarters. This will 
be mixed in Minneapolis with the present 
city gas, and for that reason may not 
mean much in the sale of new appliances, 
although it should open up some field in 
your city for the sale of gas furnaces and 
conversion burners.) 

NORTH DAKOTA: — Bleach, Belfield, 
Bismarck, Dickinson, Galva, Gladstone, 
Glen Ullin, Hebron, Mandan, New Salem, 
Richardton, Sentinel Butte, Taylor, Bow- 
man, Marmarth, Rhame, Williston. 

SOUTH DAKOTA: — Pierre, Belle 
Fourche, Camp Crook, Central City, 
Deadwood, Gustave, Lead, Rapid City, 





Spearfish, St. Onge, Sturgis, Terraville, 
Whitewood, Sioux Falls. 

MONTANA: — Absarokee, Anaconda, 
Baker, Big Timber, Billings, Black Eagle, 
Bozeman, Bridger, Butte, Carlysle, Chi- 
nook, Choteau, Columbus, Conrad, Deer 
Lodge, East Helena, Edgar, Fairview, 
Ferdig, Fromberg, Glasgow, Glendive, 
Great Falls, Hardin, Havre, Helena, 
Hinsdale, Ismay, Joliet. Kevin, Keystone, 
Taurel, Livingston, Malta, Miles City, 
Molt, Oilmont, Park City, Red Lodge, 
Roberts, Saco, Savage, Shelby, Sidney, 
Silesia, Sunburst. Sweet Grass, Terry, 
Valler, Walkerville, Wolf Creek, Warm 
Springs, Wibaux. 


Reprints of H. A. Church 
Article 


OaxkpALe, Pa.—In your issue of Jan- 
uary 3rd, you have an article entitled 
“Efforts to Eliminate Wholesalers Cost 
U. S. A. 75 Billions in National 
Wealth,” by H. A. Church. 

We have allowed our copy to lay 
open on top of a showcase and have 
had quite a few requests for reprints 
of this article. Can you supply these 
reprints, and if so, we would like to 
have at least 10. 

Awaiting your early reply, we re- 
main, 

W. A. Moore, 
J. S. Moore & Son 


(Mr. Moore has the requested re- 
prints. A few more are available and 
will be sent to readers upon request. 


—Ed.) 


Re: Canadian Banks and 
Treaties 


BLENHEIM, OntT., CANADA—lI wish to 
take a few exceptions to statements 
made by Mr. Norvell in “Potpourri.” 

He says: “In Canada in the past 
few years there have been practically 
no bank failures.” That’s true but mis- 
leading. There has been no bank fail- 
ure since 1923 when the Home Bank 
closed its doors. No, not one. In fact, 
when your banks were all closed our 
banks carried on as usual. 

He also stated: “That automatic 
guns are not made either in England 
or Canada.” This is true. In fact, the 
only guns made in Canada are made by 
Iver Johnson’s (an American firm) in 
Cobourg, Ontario. So I do not think 
Mr. Norvell’s point about your foreign 
friend to the North having a joker in 
this trade treaty is well taken. 

H. M. FLemMine 

(To this Mr. Norvell replies: “While 
I knew no English guns were produced 
in Canada, I also knew that English 
manufacturers of guns do not make 
automatic sporting guns. Therefore, 
when this treaty was signed, it cut the 
United States out of all automatic gun 
business that we were doing in Canada 
and practically turned all of the Cana- 
dian gun business over to England.”’) 
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The unusual location, in an alley, of the Milligan Hardware & Supply Co., East Liverpool, Ohio 


Milligan’s Moved Off Main Street 


To an Alley Location, 25 Years Ago, and has Pros- 
pered Offering Ample Parking Space Complete 
Stocks, Good Values and Dependable Deliveries 


r YWENTY-FIVE years ago the 

Milligan Hardware & Supply 

Co. moved from its 27-year lo- 
cation on a prominent corner of the 
main business street of East Liver- 
pool, Ohio, to an alley street cross- 
roads location directly behind the old 
store. To the stranger in town the 
store is hard to find and would seem 
to violate every accepted principle 
for retail store location. But its loca- 
tion is no mystery to the natives. 
They know where it is and can direct 
you there immediately. They even 
mention the ample auto parking facil- 
ities the alley provides in four direc- 
tions. You marvel at the activity and 
the number of people patronizing the 
store, and come to the conclusion 
that its business is almost entirely in 
the supply field with services such as 
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pipe cutting and threading, etc. Such 
business you concede may be han- 
dled efficiently and profitably outside 
of the high-rent districts. But that is 
only part of the story. 

Milligan’s business is dominated by 
the factory supply, and services de- 
partments but still retains a desir- 
able volume for shelf hardware, 
housefurnishings, paints, etc., com- 
mon to the usual modern Main Street 
hardware store. After 27 years of 
outstanding service on the common, 
every-day hardware needs of the city 
it took more than a back alley loca- 
tion to take away the store’s traffic. 
The new location was well advertised, 
with emphasis placed on the wide 
variety of goods in stock, good values 
and a desire to continue the service 
for which the store was famous. In 


latter years when Main Street park- 
ing had become a major shopping 
difficulty, Milligan’s reminded East 
Liverpool that ample parking space 
was available adjacent to their store. 
In every civic, community, or cooper- 
ative merchants activity in the city, 
Milligan’s take a prominent part. 
The store is in the alley but its large 
space advertising and its prominence 
among local firms have more than 
overcome that handicap. So the store 
retains an important part of its mis- 
cellaneous shelf goods sales and is 
in a position to keep its rental cost 
down, provide parking space, handle 
a most complete stock and have suf- 
ficient space to properly service its 
constantly growing factory supply 
trade. 

For shelf hardware or factory sup- 
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plies, East Liverpool knows “Milli- 
gans has it” and that the price is 
right and that delivery will be made 
as and when promised. And so the 
business has enjoyed substantial 
progress during its past quarter of a 
century off the main thoroughfare. 
With a few notable exceptions dur- 
ing the worst part of the recent de- 
pression era the business as a whole 
has had hardly any sales volume set- 
backs since making that major move. 

As the photograph shows the busi- 
ness is divided into two main build- 
ings on either side of the alley. The 
store at the left is a general hardware 
store and the building on the right 
is devoted to warehousing and ser- 
vicing factory supplies, plumbing 
supplies, electrical equipment and 
special brushes, machinery and re- 
placement parts used in the potteries 


FAST LIVERPOO!, REVIEW 


which is a major industry in and 
around East Liverpool. The service 
end of the business does not depend 
upon store traffic nor location. Its 
sales are made by personal calls, 
supplemented by telephone and di- 
rect mail solicitations. There is 
hardly a mechanical service job 
needed in town which cannot be 
handled quickly and efficiently by 
this firm. 


T. V. Milligan, president of the 
firm, has been connected with the 
business for 52 years. When East 
Liverpool celebrated its 100th anni- 
versary last October, Mr. Milligan 
wrote and signed a message to the 
town citizens. This appeared in full- 
page newspaper ads and was also 
prepared in an attractive mailing 
piece. His message was this: 
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CAST LIVERPOOL. OHIO. 


Full page advertisement, using institutional copy, by the Milligan Hardware & 
Supply Co., East Liverpool, Ohio ‘ 


JANUARY 17, 1935 


“The Milligan Hardware & Sup- 
ply Company was originally known 
as the Eagle Hardware Store, lo- 
cated at 403 Market Street. It was 
founded by Duncan MacDonald, 
father of John B. MacDonald and 
Mr. William L. Taylor, well 
known citizens of our city, and 
Hugh McFall, about the year 1873. 
In the spring of 1881 a half inter- 
est was purchased by my father 
and Frank W. Milligan entered the 
business and took an active part 
in its management. In February, 
1882, the remaining half interest _ 
was acquired and on Monday, 
March 3rd, I commenced my career 
as a hardware merchant. In 1893 
the name was changed to the Milli- 
gan Hardware & Supply Company, 
incorporated under the laws of the 
State of Ohio. Frank W. Milligan 
was active in the management of 
the business the first twenty-five 
years, until he removed from the 
city. He was president of the com- 
pany until the year 1925. 

“During the past thirty-five years 
we have suffered two very heavy 
losses by fire. Both were almost 
complete losses. Through the 
friendly interest from all sources 
we were encouraged to rebuild. 
We owe a debt of gratitude to our 
customers which we can never re- 
pay for what success we have met 
with. 

“Again let us express thanks for 
the liberal patronage you have 
given us in the past and we hope 
we will continue to merit the same 
in the future. 

“We congratulate East Liverpool 
on her 100th birthday and those 
people whose pleasure and good 
fortune it is to live here. 

Yours very truly, 
T. V. Mixyican, President.” 


The retail store would not photo- 
graph well. It would hardly serve 
as a typical attractive interior ar- 
rangement—yet the stock is varied 
and very orderly. It is easy to find 
the goods and most of the shelf items 
are on open display, visibly price- 
marked. Related merchandise is 
grouped together and the accepted 
fundamentals of arrangement are ob- 
served. To handle the firm’s busi- 
ness requires 20 full-time employees. 
Of these two are in the shop and four 
in the office. The others handle sales 
and deliveries and are busy most of 
the time. 
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. Many Wholesalers and Retailers Express 
Appreciation for Hardware A ge Directory 
and Catalog Edition 


Unequalled Thoroughness 
Wasuincton, Inp.—We find this Di- 
rectory very useful and we refer to it 
often in our work. It gives a degree of 
coverage unequalled in thoroughness 
by any other similar publication. 
L. H. O’DONNELL, 
O'Donnell Hardware Co. 


Used It Immediately 

Mep1a, Pa.—We have received the 
Harpware AGE Directory and have had 
occasion to use it already, in locating 
name and address of manufacturer with 
whom we were not well acquainted. 
The one we referred to was the Amer- 
ican-Mason Safety Tread Co., Lowell, 
Mass. 

We have also studied the classified 
advertising section and have learned 
some good points from that section. 

May we also say at this time, thank 
you. 

Henry C. Snowden, Jr., Inc. 


Masterpiece 


PittspurcH, Pa.—In the old days 
before this Directory was published, 
every organization had to have an old 
timer and a good memory to recall the 
names of different manufacturers, loca- 
tions and private brands of merchan- 
dise put out by various manufacturers 
to be able to supply the many parts 
necessary for the jobber and answer 
the many questions that the retailer 
received. 

A Directory such as you publish puts 
in the hands of the wholesaler and re- 
tailer this information and leaves their 
minds open for other problems. 

It is to be regretted that the parties 
benefited do not give consideration of 
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Just Out 


the money spent and the hours of labor 
necessary to furnish a directory such 
as yours. 

You are to be congratulated on the 
completeness of your Directory, as it 
is a masterpiece. 

Wm. M. Strout, 
Executive Manager, 
American Hardware & Supply Co. 





Worth While 


Tuxtsa, OKLA.—We believe the “Who 
Makes It?” issue of the HARpwARE AGE 
is very useful and quite worth while. 

G. H. Gates, 
Secretary, 
Gates Hardware Co. 





Great Help Daily 


CHARLOTTESVILLE, VA.—We have re- 
ceived the Harpware Ace Directory, 
and wish to extend our appreciation to 
you. We have always found the “Who 
Makes It?” a great help, and seldom 
a day passes without its being used. 


Martin Hardware Co. 





Used Every Few Days 


Sytvanta, Onto.—We have received 
the new copy of your Harpware ACE 
Directory. 

We keep this on file in our office and 
use it every few days. It is very help- 
ful in locating sources of supply for 
repairs for obsolete equipment. 


R. A. CHANDLER, 
Chandler Hardware Co. 


Very Helpful 


Merip1an, Miss. — We acknowledge 
receipt of and thank you very much 









for the September 27th issue of “Who 
Makes It?” We find this Directory 
very helpful in our purchasing depart- 
ment. 


The Melton Hardware Co. 





Well Pleased 


Reapinc, Pa. — Referring to the 
Directory or “Who Makes It?” issue 
of HarpwarE AGE, we are very well 
pleased with the same and feel that it 
will become very useful to us, as it 
has already done so. 

E. R. SNYDER 


Used Daily 


ATLANTA, Ga.— Thank you very 
much for the “Who Makes It?” issue 
of Harpware AcE which we received 
a few days ago. 

This publication is very useful in 
our office being used daily and we do 
not have any suggestions to improve 
this issue. 

We appreciate very much you send- 
ing us a copy of this publication. 

R. GARRETT, 
King Hardware Co. 





Indispensable 


NewarK, Onto.—We have received 
the copy of the Directory “Who Makes 
It?” and it is another excellent issue. 
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This Directory is almost indispensable 
and it would be very much missed if 
you discontinue to issue it. We thank 
you and compliment you for this fine 
piece of work. 


The Crane-Krieg-Flory Co. 





Use It Often 


LitcHFIELD, ILt.—We have received 
a copy of your Directory, have it on our 
desk, and refer to it quite often. Please 
accept our thanks for same. 


Austin & Shrader Bros. 


Compiled in Fine Manner 


Kincston, N. Y.—We received the 
copy of the Directory or “Who Makes 
It?” issue of HARDWARE AGE you sent 
us for which we thank you. 

We have looked through the Direc- 
tory and feel it will prove very useful 
to us in the future. It is compiled in a 
fine manner, and we congratulate you 
on putting out so complete a directery. 

Bens. J. WINNE, 
L. S. Winne & Co. 


Must Have It 


Detroit, Micu.—Directory received. 
We always find this very valuable to 
our office library and could not get 
along without same. Thanking you 
for your interest in sending it, we 
remain, 


Woodward Hdw. Co. 


Glad to Have It 


Houston, Tex.—We are in receipt 
of the Harpware AcE Directory and 
find it very complete. It will be very 
helpful in locating the names of manu- 
facturers and their products. 

We are very glad to have this book. 

W. A. Cortes, Vice-President, 
Bering-Cortes Hardware Co. 





Used Daily 
DeFiaANCE, Ou1o.—Very valuable in- 
formation. Use every day. 
Hoyt Hdw. Co. 


JANUARY 17, 1935 


Very Beneficial 
Morristown, TENN.—We are in re- 
ceipt of your Directory “Who Makes 
It?”, and we find this very beneficial 
to us. 
D. M. Wattace, Pres., 
Whittaker-Holtsinger Hardware Co. 





Indeed Pleased 
GREENVILLE, S. C.—We received the 
“Who Makes It?” and are indeed 
pleased with this buying help. We 
think it a very valuable book, and 
assure you that it is nicely gotten up. 
Poe Hardware & Supply Co. 


A Good Job 


ATHENS, Ga.—We like the “Who 
Makes It?” book very much. We use 
it ourselves and also for some of our 
dealers from time to time and think 
that you did a good job with this issue. 

S. H. Nickerson, 
The Athens Hardware Co. 


Fills a Want 


Manitowoc, Wis. — HArpwarE AGE 
is filling a want by producing “Who 
Makes It?”, and we have it in con- 
stant use in our Buying Dept. 

W. Rathsack & Sons Co. 


Refer To It Daily 


Sturceon Bay, Wis.—We find this 
very useful and refer to it daily. 


Scofield & Co. 


Best Ever 


Scranton, Pa.—Very helpful. Best 
ever. 


Weeks Hdw. Co. 


Would Miss It 


Cuicaco, Itt.—We have received 
copy of Harpware AcE Directory. We 
use it very often and would miss it very 
much if we did not have it. 


E. T. Haun, 
C. Hahn & Co. 
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Invaluable 
Uniontown, Pa.—We believe it is 
invaluable for any good modern hard- 


ware store. 
Cohens Hdwe. Store 


For Future Reference 


Quincy, ILL.-— Your Directory of 
Sept. 27 has been received and placed 
in our file for future reference. We, 
of course, have sources of supply on 
all regular items but occasionally we 
need information as to who makes some 
odd item which we do not carry in 
stock. We are able to use this from 
time to time when we need to purchase 
certain items. 

We appreciate your kindness in send- 
ing us a copy of this. 

N. B. Gerry, 
Tenk Hardware Co. 


Of Great Value to Wholesaler 
and Retailer 


CLEVELAND, Ou10.—The new issue of 
the Harpware AGE Directory has been 
received, and also appreciated. 

This Directory is of great value to 
both the Jobber and the Retailer, and 
as far as we are concerned, it is in 
use almost every day of the week. 


The Lake Erie Hdwe. Co. 


Best Asset 


PirrspurcH, Pa.—We think “Who 
Makes It?” is one of the best assets 
to any hardware store that one has ever 
heard of. 

H. Mayserry, Manager, 
Graff Brothers, Inc. 


Must Have It 


Krincston, N. C.—We are in receipt 
of your “Who Makes It?” 

We think it’s a very good edition, and 
frankly we would hardly know how 
to run our hardware store without it. 

Wm. Dixon, Megr., 
D. V. Dixon & Son 
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ADVANCES BECOMING EFFECTIVE 


Japanned and Porce- 
lain Knobs 

Sharpoint Wire Cob- 
lers’ Nails 


Some Types of Black- 
smiths’ Vises 

Silver Plated Ware 

Bicycles 


Some Makes of Radios | Linseed Oil 


January 
17th 
1935 


DECLINES BECOMING EFFECTIVE 


Copper Wash Boilers 


Turpentine 


Non-indicating Cartridge Fuses 


ADVANCES BEING ANTICIPATED 
Flashlights and Batteries 


American Steel and Wire Co. 
and others have reinstated on January 
2d the 10 cents per 100 lbs. differen- 
tial, to be added to the carload prices 
of nails, barbed wire, staples and plain 
wire, when shipped in less-than-carload 
lots. Also the $4.00 per ton spread for 
L.C.L. over carloads, on field and poul- 
try fence and on bale ties. These 
differentials had been temporarily 
waived by most of the industry since 
October or November. The prevailing 
$5.00 per ton spread on lawn fence, 
flower bed border and trellis is con- 
firmed. 

x * * 

Prices on Cyclone lawn fencing 
and gates have been reaffirmed, as of 
January 2d, at the basing point figures 
in effect during last season. Present 
L.C.L. dealer prices, on full rolls, f.0.b. 
Chicago, Cleveland and Pittsburgh, fig- 
ure at $6.72 and $9.26 respectively, per 
100 feet, for the Red Tag 36-inch 
single picket and double picket fenc- 
ing, and $3.14 per 100 feet for 16-inch 
specification B (light) flower bed bor- 
der. Scroll top gates, in the 36-inch 
x 3-foot size, are at $2.41 each. Freight 
from the nearest basing point is to be 
added in making delivered quotations. 
W holesale 


Pe 
Increases’ in Hardware 


STOCKS over corresponding months 
of 1933 (National Averages) 
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Prices on angle lawn posts and 
cable, for the coming season, were re- 
affirmed January 2d by American Steel 
and Wire Co. at the same basis as 
prevailing during 1934. In town and 
suburban localities, there is a steadily 
growing demand for these inexpensive, 
ornamental and efficient lawn guards. 
Some hardware stores, which have fea- 
tured them, have found results so grati- 
fying that they are increasing their 
1935 orders. 

* * * 

A further step in steadying 
builder hardware prices was taken by 
the manufacturers on December 24th, 
when advances of 20 cents per dozen 
were announced on rim lock sets, both 
upright and horizontal, and on steel 
japanned and porcelain knobs. Rim 
locks only were not advanced. 

* * * 


Sales of window glass in Decem- 
ber were unusually brisk, following the 
announcement of the recent price in- 
crease. Factory production is always 


very light for the six months from. 


October 1st to April lst, but the vari- 
ous branches of the glass industry are 
looking toward great improvement in 
sales for 1935. Orders on hand are 
said to be larger than they have been 
for several years at this season. Indi- 
cations are that more factory units will 
be in operation by mid-January than 
at any time since last spring. 
* % * 


Spring shipment orders for 
paint have been received in consider- 
ably greater number, during recent 
months, than a year ago. Wholesalers 
especially are welcoming this indica- 
tion of a return to the old custom of 
contracting for spring needs in ad- 
vance. Linseed oil advanced 34 cent 
per gallon on December 21st, and tur- 


OW'S th 


pentine declined 2 cents per gallon on 
December 28th. 


* «+ 


Very few changes in prices on 
tool lines have been announced to take 
effect with the new year. Some lead- 
ing manufacturers have issued their 
usual price lists, but chiefly confirm- 
ing the quotations already effective. 
Axe makers are guaranteeing their 
present prices up to the date when 
fali prices shall be announced, prob- 
ably March or April. Solid box black- 
smiths’ vises, in weights 50 lbs. and 
over, have been, marked up by some 
sellers about 714 per cent. 

* * * 

Following the advance on ster- 
ling flatware recently made by Inter- 
national Silver Company, the Gorham 
Company, Reed & Barton and others. 
leading lines of silver plated ware have 
also been raised, effective January Ist. 
Rogers Bros. 1847 and similar popular 
grades and brands are affected. The 
extent of the advance varies according 
to the type of the. article, but ranges 
from 5 up to 15 per cent. 

* * * 

Chas. F. Baker & Company. 
Boston, have withdrawn, effective Jan- 
uary 2d, the reduced prices on Shar- 
point wire cobblers’ nails put out De- 
cember 11th. Quotations are restored 
to the level previously in effect. The 
advances run from 2 cents per dozen 
on iron nails in 14 lb. papers to 4 cents 
in 14 lb. papers, and from 3 cents per 
dozen on brass plated nails in 14 Ib. 
papers to 6 cents on 44 lb. Freight 
allowance and terms are unchanged. 

* * * 


Copper wash boilers were re- 
duced December 18th by Rome Manu- 
facturing Co. The competitive No. 9 
boiler is down $3.00 per dozen, the 
better grade $2.00 per dozen, and some 
other items only $1.00 per dozen. The 
prices are announced as “for immedi- 


Increases in Wholesale Hardware 
SALES over corresponding months of 
1933 (National Averages) 
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WHOLESALE HARDWARE 
COLLECTIONS 


SAN FRANCISCO—The percentage 
of wholesale hardware collections dur- 
ing November to the total amount due 
from customers (outstanding) on first 
of month was 41.2 per cent in 1934, 
and 36.0 in 1933. 


DALLAS—The ratio of wholesale 
hardware collections during Novem- 
ber to accounts and notes outstanding 
on October 31, was 51.8 per cent, and 
slightly larger than in the preceding 
month. 


KANSAS CITY—Wholesale hardware 
outstandings on November 30, 1934, 
as compared to October 31, 1934, were 
minus 3.8 per cent, and as compared 
with November 30, 1933, were minus 
6.2 per cent. The amounts collected 
in November, 1934, as compared to 
October, 1934, were minus 3.9 per 
cent, and as compared with Novem- 
ber, 1933, were plus 0.8 per cent. 


MINNEAPOLIS — November, 1934, 
wholesale hardware receivables were 
99 per cent of those in the same 
month of last year. 


NEW YORK—The per cent of whole- 
sale hardware charge accounts out- 
standing October 31, collected in No- 
vember was 47.3 per cent in 1934 and 
41.4 per cent in 1933. 


RICHMOND—The percentage of No- 
vember 1, 1934, receivables collected 
during the month was 48.0 per cent. 


CHICAGO—The per cent of change 
from November last year in wholesale 
hardware accounts outstanding was 
minus 0.4 per cent; collections were 
plus 35.7, and the ratio of accounts 
outstanding to net sales was 198.1 per 
cent. 


CLEVELAND—The Federal Reserve 
Bank of Cleveland does not include 
data on either wholesale hardware or 
general wholesale collections in its 
current review. 


ST. LOUIS—Reports relative to gen- 
eral collections continue to reflect the 
same generally favorable results that 
have prevailed since early in 1934. 
Various interests reporting on collec- 
tions gave ratings as follows: Fair 
50.5 per cent; good 43.1 per cent; poor 
3.2 per cent; and excellent 3.2 per 
cent. 


PHILADELPHIA — The ratio of 
wholesale hardware collections to re- 
ceivables was 41 in November, as 
compared to 37 in the same month of 
1933. 


BOSTON—The Federal Reserve Bank 
of Boston does not gather information 
on either wholesale hardware or gen- 
eral wholesale trade within its dis- 
trict. 


ATLANTA — The percentage of 
wholesale hardware accounts and 
notes receivable outstanding at the 
beginning of the month which were 
collected during the month was 46.5 
per cent in November, 1934; 42.4 per 
cent in October, 1934; and 31.2 per 
cent in November, 1934. 


JANUARY 17, 1935 


Bamk Boe Vit Cornpilr Bale, 


ate orders for prompt shipment, and as 
they are on a very low basis, are sub- 
. . . ” 
ject to change without notice. 


* * * 


On automobile tires and tubes, 
since the industry announced its ad- 
vances November Ist, the new prices 
have been put into effect by all na- 
tional brand retail store outlets and 
by mail order stores. It is expected 
that the mail order catalog prices will 
be advanced proportionately in the 
forthcoming _ issues. Manufacturers 
claim to be working on rubber at an 
average cost of 9 cents per lb., and 
insist that tire prices will advance as 
their average rubber costs increase. 
During the past few years prices have 
been badly demoralized, some large 
producers having “plunged” heavily in 
crude rubber at the hottom. There is 
evidence that this situation is clear- 
ing up as business heads into 1935. 

* & # 


Associated manufacturers of bi- 
cycles have advanced prices 5 per cent 
or more, due to increases in materials 
and particularly in bicycle tires. Whole- 
sale prices have not yet fully followed, 
but must be affected shortly. All 
makers and distributors have enjoyed 
a volume during last year, so unex- 
pectedly large that reserves of stock 
and materials have been practically 


exhausted. 
*% *% *% 


Several manufacturers of radios 
have made slight price advances dur- 
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ing the past sixty days due to higher 
labor costs—particularly due to the 
considerable increase on the part of 
veneer manufacturers. According to a 
survey of the radio industry, recently 
completed by Dun & Bradstreet, Inc., 
all previous sales records were outdis- 
tanced during 1934, yet there are indi- 
cations of a stronger demand during 
the first quarter of 1935, with new rec- 
ords likely to be set during the year. 
The increase in sales has been abrupt 
since the new models were displayed 
early in the fall. In comparison with 
the totals for the latter part of 1933, 
increases during the recent months 
ranged from 25 to 100 per cent, and 
for thé country as a whole averaged 
about 40 per cent ahead. 


* * * 


The holiday business on flash- 


lights and batteries has been very 
large. Prices remain unchanged, al- 
though manufacturers contend that 


present quotations are lower than costs 
warrant, and there are predictions of 
advance. New wrinkles in electrical 
household appliances are on exhibit at 
the January shows, and wholesalers 
will doubtless have a number of new 
offerings as a result. Jobbers were ad- 
_vised January Ist of a further 5 per 
cent drop in price on non-indicating 
cartridge fuses. Only recently this 
line was marked down about 331/3 
per cent as the result of a manufac- 
turers’ price war. 


(Continued on page 100) 
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WESTINGHOUSE REPORTS 
73% INCREASE IN SALES 


A. E. Allen, vice president in 
charge of merchandising, West- 
inghouse Electric & Mfg. Co., E. 
Pittsburgh, Pa., told a group 
of 50 editors at a luncheon held 
January 7 at the Waldorf-As- 
toria, New York City, that his 
company’s merchandising had 
increased its 1934 sales 73 per 
cent over those for 1933. “Im- 
proved general business condi- 
tions, increased popular accept- | 
ance of electricity as a servant, | 
and a definite trend toward low- | 
er rate structures, have all been 
responsible for the rebirth of the 
merchandising industry,” he said. 

R. C. Cosgrove, manager, 
household refrigeration sales, 
Westinghouse, said that in 1934 | 
almost as many household elec: | 
tric refrigerators were sold as in | 
the two boom years of 1928 and | 
1929 combined. He pointed out 
that there are installed today in | 
homes slightly in excess of 6,000,- 
000 electric refrigerators. The | 
industry, he stated, expects to 
sell over 1,500,000 electric house- | 
hold refrigerators in 1935. The 
retail value of the 1,350,000 re- 
frigerators sold in 1934 was more | 
than $250,000,000. 

Westinghouse’s 1935 line of 
electric refrigerators were shown 
at the luncheon. 








SQUARE CLUB TO HONOR | 

FREDERICK PFEIFER 

The Jan. 22 meeting of the | 
Hardware Square Club, to be | 
held at the Masonic Bldg., 71 W. | 
23d St., New York City, will be 
known as Fred Pfeifer Night. 
Frederick Pfeifer, who served as 
first president of the club, 1923- 
1925, will be honored guest. The 
club extends a cordial invitation 
to all hardware men to be pres- 
ent. 


ww. FF. 


| 22 issue of HARDWARE 
| 


TRACY-WELLS HOLDS SALES 


CONVENTION; ENTERING 50TH YEAR 





Tracy-Wells executives and salesmen at annual sales convention 


Executives and members of the 
sales organization of The Tracy- 
Wells Co., Columbus, Ohio, 
wholesale distributors of hard- 
ware, recently held their annual 
sales convention, at which time 
Tracy, president of the 
company, laid out new plans and 
policies for 1935, and predicted 





J. L. Winiewicz, vice-president 
and treasurer, Reliable Hardware 
Stores, Buffalo. N. Y., whose elec- 
tion was announced in the Nov. 
AGE. 





STOWE HARDWARE & SUPPLY SALESMEN 
HOLD FIVE-DAY SALES CONFERENCE 


The 31 salesmen of the Stowe 
Hardware & Supply Co., Kansas 
City, Mo., wholesale hardware 
distributors, recently held a five- 
day sales conference at the com- 
pany’s headquarters. The meet- 
ing was under the general direc- 
tion of E. O. Faeth, president of 
the company. C. C. Chapman, 
sales manager, who was recently 
elected president of the Kansas 
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City Hardware, Implement and 
Tractor Club, actively lead the 
conference. 

Backbone lines, new items and 
possibilities for this year were 
discussed with enthusiasm. The 
conference concluded with a din- 
ner, entertainment and dance for 
executives, salesmen and _ their 
wives on New Year’s Eve in the 
banquet rooms of the Hotel Phil- 
lips, Kansas City. 











that much better 
would prevail throughout the 
trade this year. Mr. Tracy an- 
nounced appointment of John J. 
Getreu as general sales manager. 
Mr. Getreu has been with the 
company for 15 years, having 
previously been city sales man- 
ager. 





conditions | 





PINCUS NOW MEMBER OF 


STANLEY 25 YEAR CLUB 


} 


| 
Charles Pincus became a mem- | 
| 6028 Navigation Blvd., Houston, 


ber of the Stanley Works, New 
Britain, Conn., 25 Year Club on 





CHARLES PINCUS 


Dec. 26, 1934, as a result of be- 
ing with that company for 25 
years. He is a charter member 
and past president of the Hard- 
ware Boosters. 





F. J. BARKER HANDLES 
SALLEE BROS. LINE 


Sallee Bros., Pocahonta, Ark., 
manufacturers of hickory tool 
handles, have appointed Fred J. 
Barker, 9 S. Clinton St., Chi- 
cago, as their representative in 
the Chicago area, Milwaukee, 
southern Wisconsin and Michi- 
gan. 








The Tracy-Wells Co. is enter- 
ing its fiftieth anniversary year 
as distributors of hardware, toys, 
sporting goods, general merchan- 
dise and dry goods. It also dis- 
tributes radios, refrigerators and 
washing machines through a sep- 
arate specialty organization. 


MILL & MARINE SUPPLY 
OPENS IN HOUSTON, TEX. 


The Mill & Marine Supply Co., 


Tex., recently succeeded the 
Southwest Hardware Co. The 
company is a wholesale distribu- 
tor of marine and mill supplies. 
Part of the personnel of the 
Southwest company is with the 
new company. H. F. Mengden, 
president of the company, was 
head of Mengden & Son Co. 
T. E. Duggan formerly traffic 


| manager of the Texas Co. and 


other oil firms is treasurer and 
O. L. Mengden is secretary. Buy- 
ing and warehouse operations are 
in charge of N. W. Washburn, 
for many years an executive with 
operating steamship lines and for 
the past 12 years identified with 
Texas distributor firms in pur- 
chasing and sales divisions. 


SCURLOCK 
KONTANERETTE 
HAS NEW HEADQUARTERS 


The Scurlock Kontanerette 
Corp., Chicago, Ill., manufac- 
turers of the refrigerator storage 
set of that name has leased space 
in The Merchandise Mart, Chi- 
cago, Ill., for general offices and 
display rooms. Lewis H. Scur- 
lock is president; George D. 
Dodge is vice-president, and C. 
Culver Shiled is secretary-treas- 
urer. L. H. Scurlock, Jr., is gen- 
eral sales manager of the com- 
pany. 
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REAFFIRM IRON, STEEL | Ruthenburg, president of the |a philosophy of practical think- 


ROOFING RECOMMEN- 
DATION 


The Department of Commerce, 
Bureau of Standards, Division of 
Simplified Practice, has  an- 
nounced that Simplified Practice 
Recommendation R78-28, Iron 
and Steel Roofing has been re- 
affirmed, without change, by the 
standing committee of the in- 
dustry. This recommendation, 
which establishes dimensions for 
widths, lengths, gages and 
weights of corrugated, roll, V 
crimp, and _ pressed standing 
seam, galvanized or painted roof- 
ing, became effective June 1, 
1928. 

Edwin W. Ely, chief of the 
division has announced that the 
division will be glad to furnish 
all who are interested with a 
copy of a report on “Identifica- 
tion of Simplified Lines in Trade 
Literature.” 


ELECTROLUX DIVISION 
SALES CONFERENCE 


More than a hundred sales 
representatives of Servel, Inc., 


manufacturers of Electrolux re- | 


frigerators attended the recent 
annual sales conference held in 
Evansville, Ind. F. E. Sellman, 
vice-president in charge of dis- 
tribution announced that sales 
in 1934 exceeded those of 1933 
by nearly 50 per cent. Louis 





| company, spoke of designs and 


| selling plans for 1935. Charles 


|G. Groff, president, Electrolux, | 
| 


| Inc., vacuum cleaner manufac- 
turers, and a director of Servel, 
Inc., urged salesmen to maintain 


Ind. with manager Edward S. 





% BUYS BUILDING 
A. H. Bjorklund, Winchester, 
allen Bldg., N207 Main St., Mos- 


cow, Idaho, for a hardware busi- 
ness. 








TRUST CO. ADVERTISES HOUSING ACT LOANS 


The Trenton Trust Co., Tren- ; 


ton, N. J., uses this large sign 
to create interest in the prop- 
erty owners loans permitted un- 
der the National Housing Act. 
The stimulation of building, 
home modernization and repairs 
should develop considerable vol- 
ume business for the hardware 


; trade. Promotion efforts by 
| banks, civic groups and co- 
operative business groups should 
have every encouragement from 
the hardware trade. This photo 
by courtesy of the Photographic 
Dept., The R. C. Maxwell Co., 
Trenton, N. J., outdoor advertis- 
ing specialists. 
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’ to PROPERTY OWNERS 





Idaho, has purchased the Lieu- | 


retary-treasurer, William Rey- 
nolds, advertising manager, H. S. 
Boyle, promotion manager, and 


R. L. Hallock addressed the con- 


ing in regard to buying possi- 
| bilities. 

| Areturn to “good old-fashioned 
| salesmanship” was urged by | ference. Dr. William R. Hains- 
Harry A. Strong, executive vice- | worth, director of engineering for 


North | the company, unveiled the com- 


| president of Servel, Inc. 


I. Townsend, recently elected sec- | pany’s 1935 models. 





Sales conference and dinner held by New York Branch of E. C. Atkins & Co., Inc., Indianapolis, 


The dinner 


Norvell (right foreground) as chairman and host. 


for the sales staff, a few customers and guests, followed a full day’s conference at Gov. Clinton 
Hotel, New York City, Jan. 4, 1935. 


NAME BOND ELECTRIC CONTEST WINNERS 





Left to right are: Ralph Neumuller, secretary, Electrical Association 
of New York; Jean W. Blair. president, Hardware & Supply Dealers 
Association of Manhattan & Bronx Boroughs; Aglar Cook, president, 
Drug Topics; George L. Sexton, vice president and general sales man- 
ager, Bond Electric Corp.; Oscar S. Tyson, president, O. S. Tyson & 
Co., Inc.; and Fay Keyler, advertising manager, Bond Electric Corp. 


| The committee of judges for| Members of the board of 
| the Bond No-Name Lantern Con- | judges were: Jean W. Blair, 
test sponsored by Bond Electric | president, Hardware & Supply 
Corp., Jersey City, N. J., recently | Dealers Association of Manhat- 
chose the 118 best names sub-| jan & Bronx Boroughs; Aglar 


mitted for the company’s Bond | Cook, president, Drug Topics; 


lusterized flashlight. The first | p. ‘ 
snand oh GENE das heen: tee he | Ralph Neumuller, secretary, Elec 


name “Pla Mate”; second prize trical Association of New York; 
for the name “See-Way” and | Fay Keyler, advertising manager, 
third award for the suggestion | Bond Electric Corp., and Oscar 
“Eye-Spy.” Fifteen other sug- | S. Tyson, president, O. S. Tyson 
gested names won awards of | & Co., Inc. : ; 
$10.00 each and 100 other con-| George L. Sexton, vice presi- 
testants won a Bond lusterized | dent and general sales manager, 








flashlight. No fee was required | Bond Electric Corp., announced 
in the contest nor was it neces-| that several thousand names 
sary to purchase merchandise. | were submitted. 

73 





FRIGIDAIRE CORP. HOLDS FIRST OF 37 
SALES CONVENTIONS IN DAYTON, OHIO 


Eighteen thousand 
dealers and salesmen will meet 
in conventions this year for the 
presentation of 1935 products, 
advertising and selling plans. 
The first of the thirty-seven con- 
ventions is a two-day meeting at 
Dayton, Ohio, January 16 and 17, 
with distributing organization 
heads from the United States, 
Canada, and export organization 
headquarters in New York City 
giving final approval to plans for 
the subsequent twelve-month sell- 
ing period. Following the Day- 
ton meetings, with a picked crew 
giving the convention program in 
its entirety, four complete con- 
vention parties will leave on spe- 
cial Pullmans and with baggage 
carloads of stage equipment, 
sound motion picture projection 
units and 1935 models for open- 
ing dates in four sections of the 
country. 

Crew leaders are Frank R. 
Pierce, salesmanager; W. D. Mc- 
Elhinny, commercial division 
manager; H. J. Walker, Jr., pub- 
lic utilities division manager, and 
Lee A. Clark, 
manager. Each will be accom- 
panied by representatives of the 
household, commercial and _air- 
conditioning division. Either E. 
G. Biechler, president and gen- 


sales 


eral manager, or H. W. Newell, | 


vice president in charge of sales 
for Frigidaire Corp., Dayton, 
Ohio, will attend the New York, 
Boston, Philadelphia, 
and Detroit conventions. 

Mr. Pierce is leader of the 
eastern group, which opens at 
Miami, Fla., and works through 
Atlanta, Roanoke, Norfolk, Bal- 
timore, Boston, New York City, 
Philadelphia ard Rochester, N. 
Y. The central group, led by 
Mr. J. Walker, will hold sessions 
at Cincinnati, Chattanooga, Mem- 
phis, Indianapolis, St. Louis, Chi- 
cago, Detroit, Pittsburgh and 
Cleveland. Mr. McElhinny leads 
the middlewestern crew to San 
Antonio, Houston, New Orleans, 
Dallas, Oklahoma City, Wichita, 
Omaha, Sioux City, Kansas City 
and Des Moines. Mr. Clark, 
leader, western crew, starts from 
Denver going through Salt Lake 
City, Angeles, San Fran- 
cisco, Portland, Seattle, Spokane, 
Billings and St. Paul-Minne- 
apolis. 


Los 


FEDERAL GLASS ADDS 

TWO BRANCH OFFICES 

At both New York and Chicago 
The Federal Glass 
Columbus, Ohio, has established 
additional company owned and 
operated branches. 

Mr. Herbert D. Dewar, 
has represented Federal exclu- 
sively as selling agent in New 
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planning | 


Frigidaire ®©— 





Chicago | 


| play? 


Company, | 


who 


York for many years, and U. L. 
Conway similarly, in Chicago, 
have been placed in charge of 
their respective branches as as- 
sistant vice presidents, with en- 
larged selling organizations. 
There is no change in location 
of the Sample Rooms. These 
are at 1107 Broadway, New York, 
and Merchandise Mart, Chicago. 


HOLDEMS CO. SUCCEEDED 
BY A. & F. PRODUCTS 


A. & F. Products, 1 W. 37 St.. 
New York City, is now manu- 
facturing “Holdems,” a device 
for fastening chair rungs, etc., 


that have become loose. This 





| is in charge of the Glauber re- 


product was formerly manufac- 
tured by The Holdems Co., Can- | 
ton, Mass. 


GLAUBER DISTRIBUTES | 
GIBSON REFRIGERATORS | 
Sam S. Glauber, Inc., 515 E. 
79th St., New York City, has 
been appointed exclusive dis- 
tributor of Gibson electric re- 
frigerators for New York City, 
Westchester county and Long Is- 
land. Robert Hill, formerly 
metropolitan sales manager for 
Westinghouse refrigerator sales 





frigeration division and_ will 
handle all dealer franchises. | 

The Gibson line is made by | 
Gibson Refrigerator Co., Green- | 


ville. Mich. 








Wares Out 


Near Suez 


Some 


Alexandria, Egypt, is not 
quite far enough east to 
of Suez, but 
these photographs show 
that American hardware 
items find their way to 
the land of the Pha- 
roahs. The boy with the 
nightie on is the hard- 
ware merchant and does 
he believe in open dis- 


be east 


These pictures 
were taken by Walter 
Buchler, London, Eng. 











| at the 
| concluded the convention. 


CROSLEY DISTRIBUTORS 
HOLD SALES MEETING 


Pointing to an improvement 


| in various lines of industry in 


1934 ranging from 5 to 40 per 
cent, a gain of about 16 per cent 
in retail sales Powel Crosley, Jr., 
president Crosley Radio Corp., 
Cincinnati, Ohio, traced other 
evidences of recovery in an ad- 
dress to 100 Crosley distributors 
at a recent sales meeting held in 
Cincinnati. 

The meeting was held in Stu- 
dio A, Station WLW, owned and 
operated by the company. The 
distributors toured the plant and 
saw additions and changes re- 
cently completed. Crosley offi- 
cials stated that last year’s pro- 
duction of Crosley refrigerators 
was the largest in the company’s 
history and its production of 


| radios was greatest since 1928, 


record year in radio. A banquet 
Netherland Plaza Hotel 





HORTON MFG. CO. MOVES 
ITS EXECUTIVE OFFICES 


The executive and administra- 
tive offices of the Horton Mfg. 
Co., Fort Wayne, Ind., electric 
appliance manufacturers, have 
been moved to newly prepared 
quarters in its building at 731 
Osage St. At the same time 
improvements have been made in 
the factory. 


WILSON REAPPOINTED BY 
AMERICAN SCREW CORP. 


The American Screw Co., 
Providence, R. I., has announced 
that it has reappointed the John 
K. Wilson Co., Baltimore, Md., 
manufacturers’ agents as its rep- 
resentatives in the states of 
Louisiana, Mississippi and Texas, 
which territory is covered by the 
Wilson company’s special repre- 
sentative Benton C. Wood. 


WEINIG-MADE RITE HAS 
NEW N. Y. DISPLAY ROOM 


The New York display room 
for Weinig-Made Rite Co., Cleve- 
land, Ohio, manufacturers of 
electric appliances, was recently 
moved to 1107 Broadway, Room 
1313, where Peter J. Pfaff, man- 
ufacturers’ representative calling 
on the jobbing trade, has a dis- 
play of the complete line. Mr. 
Pfaff represented the former 
Made-Rite Appliance Corp., for 
several years, prior to its merger 
with the former Weinig Products 
Co. 


INCREASES SPACE 
The floor space of the Pahokee 
Hardware Store, Pahokee, Fla., 
has been increased by about 20 
per cent by an addition to the 
rear of the store. 


HARDWARE AGE 





peat ak 











-——-§ ES 








IRS 
1G 


ment 
y in 
| per 
cent 
ys 
Orp., 
other 
| ad- 
utors 


id in 


Stu- 
and 
The 
and 
; re- 
offi- 
pro- 
ators 
iny’s 
. of 
928, 
quet 
[otel 


om 
2ve- 
of 
itly 
om 
an- 
ing 
dis- 
Mr. 
ner 
for 
ger 


icts 


kee 
la., 


the 





“WATT 




















\ 




































































the Farmer can see 


Berutenem Omega Fence Posts have selling points that the farmer can 
easily see and is quick to appreciate. 

A strong, rigid “U” section makes these posts practically unbendable. 
Tests have shown the great strength of the Omega Post section as com- 
pared with other sections. Large bearing surface in the ground keeps them 
erect in spite of the undermining effect of frost coming out of the ground. 
Fastenings that are easy to apply and remove hold the wires securely 
against any attempts of animals to ride the fence down. 

No wonder most farmers who see the Omega Post and have its advan- 
tages explained aren’t satisfied with any other type. 

While the good points of Bethlehem (Cambria) Fence are perhaps not 
so quickly apparent to the eye, a season or two of service emphasizes the 
advantages of this fence. The farmer soon sees in Bethlehem (Cambria) 
Fence the chance to get ahead of the game on fencing. Its defiance of the 
weather, due to its tight zinc coating on a base of copper-bearing steel, its 
springiness that makes it “come back” after any stress, keep it, year after 
year, a staunch protector of crops and livestock. 

Every Bethlehem Omega Post, every bale of Bethlehem (Cambria) 
Fence, that you sell is an effective advertisement that brings more sales. 














“U" section with flared edges makes almost 
unbendable posts. 





























Large anchor plates insure that the posts will 
stay erect. 


BETHLEHEM STEEL COMPANY 





JANUARY 17, 1935 


General Offices: Bethlehem, Pa. District Offices: Atlanta, Baltimore, Boston, Bridgeport, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Houston, 
Indianapolis, Kansas City, Milwaukee, New York, Philadelphia, Pittsburgh, St. Louis, St. Paul, Washington, Wilkes-Barre, York. Pacific Coast Distributor : 
Pacific Coast Steel Corporation, San Francisco, Seattle, Los Angeles, Portland, Honolulu. Export Distributor: Bethlehem Steel Export Corp., New York. 
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SILBERMAN HARDWARE 


Silberman Hardware Co., New 
York City, wholesale hardware 
distributor, will move from its 
present quarters at 214 Canal St. 
to the eighth floor of the Port 
Authority Commerce Bldg., 111 
8th Ave., where 15,000 square 
feet of space will be occupied— 
approximately three times as 
large as its Canal St. premises. 
The new quarters will be occu- 
pied after February 1. Steel 
shelving will be used in the new 
location. 





A. SILBERMAN 


Additional salesmen will be 
added to the staff and a larger 
territory will be covered. In ad- 


dition to New York City the firm | 


will cover both sides of the Hud- 
son Valley, all of Westchester, 
Rockland and Suffolk counties 


TO MOVE; WILL EXPAND 


and the Jersey coast. Complete 
lines of tools; builders’ hard- 
ware; shelf hardware; electrical 
specialties; plumbing supplies 
and kindred lines will now be 
carried. New lines to be added 
include: paints and _ brushes; 
housefurnishings and _ smaller 
electric appliances. 

The company, which was 
founded in 1914, employs seven 
outside salesmen and has twenty 
inside employees. A. Silberman 
is president and T. Silberman is 
vice-president of the organiza- 
tion. 

Plans are being made by the 
| Silberman Hardware Co. to act 
| as exclusive wholesale distribu- 

tors of several lines for the ter- 
| ritory it is covering. 








T. SILBERMAN 








BRIEF ITEMS THE COUNTRY OVER 








MISSOURI 


R. T. Armstrong recently pur- 
chased Armstrong Hardware 
Store, the hardware business he 
had previously sold to another 
party. 


P. George Schutz, owner, 
Schutz Grocery and Hardware 
Store, Norborne, Mo., recently 
closed out the business because 
of poor health. 


ARKANSAS 
Hubbard Hardware Co., 
Blytheville, Ark., has moved to 
the store next to the one it had 
occupied since the business was 


founded. 


IOWA 
L. D. Burnham is now man- 
ager of the McGregor Hardware 


Co., Consolidated Stores in Mc- 
Gregor, Iowa. 





McCreary Hardware & Imple- 
ment store, Adel, Iowa, recently 
purchased much of the stock and 


76 


fixtures of the Droll Hardware 
Co., Oskaloosa, adding the stock 
to its Adel store. 





Vern Osborn has moved his 
stock of hardware into new quar- 
ters at Pierson, Iowa. 





Thieves recently broke into the 
A. L. Jenn hardware store at 
Hills, Iowa, taking silverware, 
guns and ammunition valued at 


$500. 





Hitchens Hardware, Ute, Iowa, 
is being remodeled. 


Cook Hardware Co., Ogden, 
Iowa, is remodeling the interior 
of its store. 

A. G. Isaacson has bought the 
F. C. Everle Hardware store, 
Main St., Yorktown, Iowa. 





Mills & Myers have opened a 
hardware store in the McKay 
Bldg., Packwood, Iowa. 








WASHINGTON 


Barney Slaugenhaupt has pur- 
chased an interest in the hard- 
ware store in Chelan, Wash., 
with James Reed as his partner. 





INDIANA 


Boris Newmark, who operates 
a general store at Kingman, Ind., 
recently purchased the hardware 
stock of the former Harden & 
Grain store in Covington, Ind. 





The Johnson Hardware Store, 
123 W. Main St., Muncie, Ind., 
was recently damaged by fire. 





KANSAS 


The Gray Hardware & Imple- 
ment Co., St. John, Kan., will 
discontinue business. 





Cutter Hardware Co., Law- 
rence, Kan., is moving to larger 
quarters. 





H. C. Abbott has sold Dwight 
Hardware Co., Dwight, Kan., to 
Everett Clemens. 





Harold Lines recently pur- 
chased the Thos. O. Lines hard- 
ware stock in Neodesha, Kan., 
from Payne Ratner, referee in 
bankruptcy. He reopened the 
business under the name of Lines 
Hardware, and will have associ- 
ated with him his father, T. O. 
Lines, who for many years oper- 
ated the Thes. O. Lines Hard- 


ware store. 
NEBRASKA 
William Wendte has opened a 


hardware and grocery store in 
Chalco, Neb. 





The Anderson Hardware Co., 
Curtis, Neb., has been bought 
by Harry Bayley, former Paxton 
& Gallagher Co., Omaha, Neb., 
wholesale hardware distributors’ 
salesman. 





Midwest Hardware Co., Chad- 
ron, Neb., has acquired the stock 
of the Saunders Furniture Co., 
Chadron. 


OHIO 


Massillon Hardware, Massillon, 
Ohio, was recently robbed of 
guns and ammunition. 





The Fruth Hardware Co., 
Fostoria, Ohio, has been enlarged 
and redecorated. 





Huber Bros. have purchased 
the Henry Shull hardware store 
in Beaverdam, Ohio. 





OKLAHOMA 


S. L. Marlatt and Bill Seifried 
have organized the Marlatt Hard- 
ware Store in Cherokee, Okla. 





The Durant, Okla., hardware 
and implement business of E. P. 
Hall has been purchased by Cecil 
Sartin. 





C. C. Walker has purchased 
the hardware business formerly 
operated in Okemah, Okla., by 
P. W. Roberts. Mr. Walker also 
operates the Okfuskee County 
Hardware Co., and plans to com- 
bine the two stocks, 





P. W. Teale is manager of the 
recently opened Tulsa Hardware 
Corp., 211 S. Boston Ave., Tulsa, 
Okla. 


GEORGIA 


The Valdosta Furniture & 
Hardware Co., recently opened 
for business in Valdosta, Ga., on 
Ashley St., opposite the Court 
House. W. M. Lockeby and W. 
G. Doss own the business, which 
is managed by Mr. Lockeby. The 
hardware department is managed 
by H. C. Terry, who had been 
with a Tallahassee hardware firm 
for the past six yeears. 





ARKANSAS 


The Dudley Hardware Co., De 
Witt, Ark., will occupy a new 
building on the west side of 
Court Square near its present 
location. 


FLORIDA 


Kaufman’s Hardware, Inc., has 
been formed at Fort Lauderdale, 
Fla. 





The Phillips Hardware Co., 
Miami, Fla., recently gutted by 
fire, reopened for business Jan. 
3 in its newly remodeled and 


renovated building at 301 N. 
Miami Ave. 
ILLINOIS 
Fire recently destroyed the 


building of the Cox Hardware 
Co., Marion, IIl. 





Clarence Roeder, Gilman, III, 
has purchased the Smith & Son 
Hardware store in Milford. Mr. 
Roeder has been associated with 
an uncle in the hardware busi- 
ness in Gilman. 





MICHIGAN 


Leo Slipson, former owner of 
Leo’s Hardware Co., for many 
years on E. Jefferson Ave., De- 
troit, Mich., is now manager of 
the new store, also known as 
Leo’s Hardware, opened by Miss 
Lillian Gordon at 13724 Michi- 
gan Ave., in Dearborn. 
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The greatest “8B U Y-W Oo R D as in Roofing 


ssi bene 


Eighty-one years of successful experience ‘“‘Between the 
World and the Weather”? has made Barrett the greatest 


name in roofing and the most powerful ‘‘buy-word”’ in 





the industry. 

The enduring fire-safe protection and colorful beauty 
of Barrett Asphalt Shingles appeal particularly to dis- 
criminating home-owners who demand quality and econ- 
omy as the sound basis for thrift in a roof investment. 
There’s a Barrett Asphalt Shingle to satisfy every require- 
ment and every taste of this type of customer. 

Carry the complete Barrett line. Put the Barrett name 
to work for you to help you close sales and help you get 


your share of the increased remodeling and new con- 





struction markets. 


THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y¥. 


2800 So. Sacramento Avenue, Chicago, Illinois Birmingham, Alabama 
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LAUREN A. HUMISTON 


Lauren A. Humiston, from 
1927 to October, 1931, president 
The H. B. Ives Co., New Haven, 


Conn., builders hardware manu- | 


facturers, died 


December 27. | 


Starting his hardware career in | 


the employ of the Mallory- 
Wheeler Co., New Haven, Conn., 





LAUREN A. HUMISTON 


he joined the Ives organization 
in 1904. For more than 25 years 
he represented the Ives company 
in the Middle West and in the 
New England states. After 
serving as sales manager for sev- 
eral years he became president 
of the company, ill health forc- 
ing him to resign in 1931. 


LEWIS A. GERBER 


Lewis A. Gerber, 51, sales 
manager The McKay Co., Pitts- 
burgh, Pa., manufacturers of 
chains, automobile accessories 
and metal furniture, died recent- 
ly. Starting his business career 
in the oil business he was a dis- 
trict sales manager for the 
Standard Oil Co. at Seattle, 
Wash., leaving that company to 
develop a hydraulic jack. 

In 1928 he joined the McKay 
Co., as field superintendent, 
shortly after becoming sales man- 
ager of the company which posi- 


| from active participation in the 


ern factories in the eastern terri- | 
tory during the past 30 years. 


CARL S. ENGER 


Carl S. Enger, 77, Tacoma, 
Wash., hardware dealer died re- 
cently at his home in that city. | 
He founded one of the first hard- 
ware stores in S. Tacoma, more 
than 41 years ago. He retired 


business about two years ago. 


| Mrs. Enger, two daughters and 


| hardware dealer, died recently at 
| his home in that city. 





tion he occupied at the time of | 


his death at Asheville, N. C. 





EDWARD P. MOORMAN 


Edward P. Moorman, 47, for 
a number of years a traveling 
representative of Morrow-Thomas 
Hardware Co., Amarillo, Tex., 
died recently at his home in 
Childress, Tex. 


EVAN SHELBY YOUNG 


Evan Shelby Young, 
representative, Bromwell 
Goods Co., Cincinnati, Ohio, 
recently of pneumonia at a New 
York City hotel. He was well 
known to the trade in the East 
having represented various west- 


eastern 
Wire 


died 


78 


a son, who is now operating the 
business survive. 


H. R. TANNER 
H. R. Tanner, 92, Aurora, IIl., | 


Sixty- 
eight years ago he became a 
partner in the hardware store at 
15 S. River St., which his father 
founded in 1859. 





THOMAS RYANS | 


Thomas Ryans, 61, president 
Strassel-Gans Paint Co., Louis- 
ville, Ky., died recently from a 
heart attack in his home in that 
city. He was active in political 
affairs and had served his com- 
munity in several capacities. 


WADE HARMER 


Wade Harmer, for many years 
well known to the hardware 
trade as a manufacturers repre- 
sentative, in Philadelphia and 
vicinity, died recently following 
an accident. He first sold for 
James M. Vance & Co., later 
going with Geo. Fries & Sons, 
and at one time represented 11 
factories in the territory he 
covered. At the time of his 
death Mr. Harmer represented 
The Everedy Co., Inc., Freder- 
ick, Md.; Metal Sponge Sales 
Corp., Philadelphia and Empire 
Co., N. Girard, Pa. 


Mrs. Harmer survives. 


JOHN McKNIGHT BOOTH 


John McKnight Booth, 73, a 
department manager for Shap- 
leigh Hardware Co., St. Louis, 
Mo., wholesale hardware dis- 
tributors, for the last eight years 
and prior to that a salesman for 
26 years, died Jan. 2, after an 
illness of several weeks. Before 
joining the Shapleigh company 
he was a salesman for Simmons 
Hardware Co., St. Louis, Mo., 
wholesale hardware distributors | 
for ten years. 





A. D. STEWART 


A. D. Stewart, Hoffman Co., 
Los Angeles, Cal., buyer for 
many years, died recently at the | 
age of 71. 


OBITUARY 


| Springs. 








A. J. BOYLE 


A. J. Boyle, vice-president and | 


general manager of The Lamson 


| & Sessions Co. of Chicago, west- 


ern subsidiary of The Lamson & 
Sessions Co. of Cleveland, died 
Dec. 24, 1934, at the age of 47. 
He was a veteran in the bolt and 
nut industry, having started with 
the Pittsburgh Screw & Bolt Co. 
in 1909. He was transferred to 
the Gary Screw & Bolt Co., Gary 
Ind., in 1912. He helped or- 
ganize the Boss Nut Co. in 1916 
and became affiliated with The 


Lamson & Sessions Co. in 1925. 





D. D. DUDLEY 


D. D. Dudley, 55, hardware 
dealer died recently in Elizabeth 
City, N. C., as the result of 
injuries received in an automo- 
bile accident. For the past few 


months he operated the Carolina | 
| Hardware store in Hertford. He 


was with several hardware retail 
stores in the state over a period 
of years as an employee and as a 
proprietor. 
with the Herbert Hern Hardware 
Co., Cambridge, Md., as a travel- 
ing representative. 





HON. B. F. THOMAS 


Hon. Benjamin F. Thomas, 60, 
president Fairfax Hardware Co., 
Fairfax, S. C., and formerly a 
member of the state legislature 
from Allendale county, died Dec. 
29 after a Jong illness. He was 
mayor of Fairfax for several 
years. 


WILLIAM HARRIS FOX 


William Harris Fox, 77, died 
Dec. 27. He was one of the 
founders of the Fox Brothers 
Hardware Co., Pine Bluff, Ark. 


Mts. Fox and a son, Spencer Fox. | 


survive. 


CHARLES L. LOWELL 


Charles L. Lowell, president, 
Lowell-Moore Hardware Co, 
Fort Collins, Colo., for nearly 20 
years died recently. 
residing in Fort Collins, where 
he went in 1911, he operated a 
hardware business in Colorado 
He was a director of 
the First National Bank of Fort 
Collins. 


ADAM LOCKNER 


Adam Lockner, 74, 
Bluffs, Neb., hardware dealer. 
died at his home in that town 
after several years of poor health. 
He first entered the hardware 
business 53 years ago, 
been in business at other points 
before going to Cedar Bluffs. 


Prior to | 


Cedar 


having 


HENRY DUNCAN 


Henry Duncan, 51, Everett, 
| Mass., president Henry Duncan 
| Corp., which operated a chain 
| of hardware stores in Middlesex 
| County, died Jan. 4 following a 
| heart attack. He was a past 
president of the New England 





HENRY DUNCAN 


At one time he was | 


| Hardware Dealers’ Association 
| and was well known and well 
liked in retail hardware circles. 
Mr. Duncan attended many of 
the national conventions. He 
first operated a hardware store in 
Glendale Square more than 25 
years ago and in 1929 united 
several hardware stores under 
the name Henry Duncan Corp. 

Mrs. Duncan, a son and two 
daughters survive. 





AMOS BISSELL 


Amos Bissell, 60, presidem, 
Bissell Varnish Co., Bridgeport, 
Conn., died recently at his home 
in that city following a heart 
| attack. He became president of 
| the company bearing his name in 
| 1919. Mrs. Bissell and two 
brothers, one a physician, and 
the other George N. Bissell, as- 
sociated with the varnish com- 
pany, survive. 





ROBERT W. CHRISTIE 


Robert W. Christie, 69, pro- 
prietor of Christie Hardware 
Store, Muskegon, Mich., for thir- 
ty-four years died recently in a 
hospital in that city. He had 
| been in business for 50 years. 


JOHN W. RUTLAND 
John W. Rutland, 84, retired 


| hardware dealer, died at his home 
in Alexandria, Tenn., Dec. 22. 
He was a member of the firm of 
Rutland Bros., hardware and im- 
plement dealers at Alexandria, 
for more than 40 years. 
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THE 1935 KITCHENKOOK 


—the Gasoline Pressure Stove with all the beauty and convenience of the finest city gas stove 




















@ A complete line. 
13 different models. 
A size and price to suit every purse. 


@ New modern beauty both in design and finish. 
Real |Instant Lighting with automatic carburetor control. 


@ New blue fire burner is guaranteed for life. 


@ Sta-Klean generator, anti-flooding control and many 
other features that insure absolute satisfaction. 


Write today to nearest office for complete illustrated 
Catalog, Price list and discounts. 


American Gas Machine Company, Inc. 
Albert Lea, Minnesota 


360 Furman Street 4242 Hollis Street 
Brooklyn, New York Oakland, California 





a 
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CYCLE TRADES GROUP 
PLANS 1935 PROGRAM 
AT NEW YORK MEETING 

Members of the Cycle Trades 
of America, Inc., met Jan. 8-10 
at the Biltmore Hotel, New York 
City, with lively discussions on 
competition from chain stores, 
foreign made accessories; and 
plans for promoting the sale 
and use of bicycles through the 





H. J. McCAULEY 


League of American Wheelmen 
and the Bicycle Paths Commit- 
tee. H. J. McCauley, McCauley 
Metal Products Co., Buffalo, N. 
Y., president of the C.T.A., pre- 
sided at the general meetings re- 


OBITUARY 


(Continued from page 78) 


JOHN C. STUHLMAN 

John C. Stuhlman, 70, veteran 
St. Paul, Minn., dealer and one 
of the best known hardware men 
in the Northwest, died recently 
following a heart attack. He 
had been in poor health for sev- 
eral months. Mr. Stuhlman was 
one of the oldest hardware mer- 
chants in St. Paul and opened 
his store more than 40 years ago. 
He was president of the Minne- 
sota Retail Hardware Associa- 
tion in 1916 and took part in all 
of the association’s conventions. 
In addition he attended many of 
the national conventions, includ- 
ing the one held in Des Moines, 
Iowa, last June. Returning from 
that convention he was confined 
to his bed for many weeks and 
his first venture from home was 
to attend a meeting of the St. 
Paul Retail Hardware Associa- 
tion. 

Mrs. Stuhlman, his son Lloyd, 
who was associated with Mr. 
Stuhlman for many years in the 
hardware business, and _ three 
daughters survive. 


D. D. DUDLEY 
D. D. Dudley, 55, Elizabeth 
City, N. C., hardware dealer, died 
in a hospital there Dec. 30 from 
a fractured skull, suffered in an 
automobile accident. 
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viewing activities of the past 
year. M. H. Tisne, A. Schrader’s 
Son, Inc., Brooklyn, N. Y., treas- 





L. H. SOUTHMAYD 


| urer, read his report. Jesse Ed- 
| wards, Edwards & Crist, Phila- 





delphia, lead a discussion on dis- 
tribution problems. 


Bicycle Manufacturers Asso- 


| ciation, Cycle Jobbers’ Associa- 


tion and the Bicycle Paths Com- 
mittee, League of American 
Wheelmen, Legislative and Fair 
Trade Practices committees held 
separate meetings. A banquet 
in the Hotel Biltmore was held 
the evening of Jan. 9. 








L. H. Southmayd, executive | 


| secretary, C.T.A., has headquar- 
| ters in Room 3608 Chanin Bldg., 
| New York City. 


THOMAS M. GARDINER CO. 
NOW IN OAKLAND, CALIF. 


The Thomas M. Gardiner Co., 
manufacturers’ representative, is 
now located at 711 Walker 
Street, Oakland, Cal., to which 
all orders and correspondence 
should be addressed. In the Dec. 
20 issue of Harpware AcE an- 
nouncement was made of the 
move although the item read as 
though the company were still 
located in San Francisco. The 
company covers the territory 
from Denver, Colo., west to the 
Pacific Coast representing: 
Luther Grinder & Tool Co., Mil- 
waukee, Wis.; Budke Stamping 
Co., Canonsburg, Pa., stove pipe, 
elbows and dripping pans; 
Abegg & Reinhold Co., Inc., Los 
Angeles, Cal., cold chisels, star 
drills, wrecking bars, etc., and 
A. C. Williams Co., Ravenna, 
Ohio, cast iron goods. 





MONTANA ASSOCIATION 
MEETS FEB. 21-23 


The twenty-sixth annual con- 
vention of the Montana Imple- 
ment & Hardware Association 
will be held at Billings, Mont., 
Feb. 21-23, 1935. R. M. O’Hearn, 
Helena, Mont., is secretary of the 


| association. 





‘service to be gotten from it. 





HIBBARD’S ANNOUNCE 8 POINT DEALER PLAN 
AT ANNUAL SALES CONFERENCE, DEC. 27, 1934 


More than 200 salesmen of 
Hibbard, Spencer, Bartlett & 
Co., Chicago, attended that com- 
pany’s annual sales conference, 
Dec. 27 and 28, 1934. During 
this meeting, the Hibbard True 
Value Service or new 8-point 
plan for dealers was announced 
and explained in detail by J. B. 
Morrison, manager of the com- 
pany’s Dealer Service Bureau. 
This new monthly service supple- 
ments existing merchandising 
plans and is sold to the dealer 
at $4 per month. For this fee 
each subscriber receives: 1. A 
hardware checking list on turn- 
over items, in catalog form, il- 
lustrated and described telling of 
syndicate store best sellers with 
prices corrected monthly. 2. 
Four merchandise specials each 
month with mats, window stream- 
ers and cards and price tickets 
furnished free. 3. New goods 
bulletin featuring seasonal items 
or suitable competitive numbers. 
4. A confidential article by C. J. 
Whipple, president of Hibbard’s, 
dealing with general competitive 
conditions and interpreting these 





for the retail hardware trade. 
5. Counter arrangements to be 
developed from photos and plans 
furnished. 6. Seasonal window 
display suggestions (photos). 7. 
Price cards for use on counter 
and window displays and eight 
blue prints for making fixtures 
(or rebuilding existing fixtures) 
to conform to recommended 
pyramid display tables such as 
used in syndicate stores. 

The checking list includes 
from 1500 to 2500 competitive 
items, the number of which will 
vary in accordance with the sea- 
sons. It is likely that its final 
total will be about 3000 items as 
43,000 items were studied in 
preparation for the list and the 
remainder of the plan. 

During the two days’ confer- 
ence talks were made by Presi- 
dent Whipple, chairman, Frank 
Hibbard and Sales Manager 
Frank Kaufman. Department 
heads, buyers and a few manu- 
facturers also addressed small 
groups of the salesmen. These 
groups rotated, which plan was 
found very satisfactory. 





Poorly Erected, Sagging Fence 
A Half-Billion Dollar Waste 


There are in this country, ac- 


| cording to government estimates, 


5,271,000,000 rods or 16,472,000 
miles of fence, enough to en- 
circle the earth 659 times. The 
original cost of this fence, in- 
cluding wire, posts, other mate- 
rial and labor is estimated by 
government experts at three to 
five billion dollars. 

These experts further say: 
“The manner in which fence is 
erected has much to do with the 
No 
matter how good the wire or 
posts, if the fence is not prop- 
erly constracted, it will be a very 
poor fence. The cest of erecting 
a fence is such a small part of 
its first cost, that this work 
should always be well done. Yet 
it is no exaggeration to say that 
50 per cent of the wire fences 
are not properly erected.” 

Estimating conservatively that 
this faulty construction of 50 per 
cent of all wire fence will reduce 
its life by at least 25 per cent, 
the owners of this fence will sus- 
tain a loss amounting to approxi- 
mately one-half billion dollars. 

Every farmer and dealer has 
noticed how poorly erected, sag- 
ging fence is crowded and bent 
down by animals, which defi- 
nitely shortens its life. This 
means a waste, not only in the 





shortened life of the fence, but 
also a waste due to added ex- 
pense for repairs and upkeep. In 
addition, once the fence is 
broken down, it means a waste 
due to straying animals, crops 
damaged, animals gorged and 
wire cut, big veterinary bills. 
Broken down fence wastes the 
farmer’s time, temper, brings 
endless trouble and expense. It 
is a constant burden on the 
farmer’s entire family, and cre- 
ates much enmity among neigh- 
bors. 

The Keystone Steel & Wire 
Company of Peoria, IIl., realizing 
the great advantage to the farmer 
of proper fence erection, have 
prepared a new “Fence Building 
Guide,” which illustrates and de- 
scribes the most approved meth- 
ods of properly erecting farm 
fence. Farmers and dealers will 
be interested in this literature, 
for it is literally crammed with 
helpful information. 

This “Fence Building Guide” 
gives suggestions for properly 
bracing the end or corner posts, 
both steel and wood; for under- 
ground anchoring; for notching, 
splicing, stretching on level or 
uneven ground. In fact, it con- 
tains helpful suggestions to 
guide the farmer on almost every 
detail of building his fence. 


HARDWARE AGE 














7, 1934 


e trade. 
ts to be 
nd plans 
window 
otos). 7. 
counter 
nd eight 
fixtures 
fixtures) 
nmended 
such as 


includes 
npetitive 
lich will 
the sea- 
its final 
items as 
died in 


and the 


confer- 
y Presi- 
, Frank 
Manager 
artment 
y manu- 
1 small 
These 


lan was 


7 aste 


ce, but 
ded ex- 
eep. In 
nce is 
1 waste 
, crops 
d and 
r pills. 
tes the 
brings 
ise. It 
yn the 
nd cre- 
neigh- 


t Wire 
alizing 
farmer 
, have 
uilding 
ind de- 
| meth- 
- farm 
Ts will 
rature, 
d with 


zuide” 
‘operly 
posts, 
under- 
ching, 
vel or 
t con- 
is to 
every 
e. 


AGE 








“WHO MAKES IT” 


UNBREAKABLE — Putty Knives and Scrapers 
7-EB. Scraper : P. HYDE 5-EB. Putty Knife 


KEG. U. 8S. PAT. OFF. 


SUPER HYDEX STEEL 








: Square Point Shoe Knife f 
\ ‘ < 
\e fT —— 8€6|}| 
ee 5 — oe ee of a ee Industrial Cutlery to fit all conditions and cut- 
Nees Ceveloped through research and expert ting problems. Submit any job your customers 


ence of over fifty years of cutlery manufactur- : . . 
ing. The heart of a knife is its ability to cut well. may desire to HYDE Engineers. They will gladly 


HYDEX Steel holds its edge. advise you. 
Main Office and Factory: 


HYDE MANUFACTURING CO. 
Southbridge, Mass., U.S. A. 


Branch Offices: 
CHICAGO NEW YORK BOSTON DALLAS 
440 So. Dearborn St. 16 Warren St. 111 Summer St. 101 Thomas Bldg. 
Just a few of the various HYDE knives and blades are: 
CLAM SLOYD LINOLEUM SHIRT FUR RUBBER 
OYSTER SHOE ROOFING COLLAR CIRCULAR ' LEATHER 














TR. MARKS. REG go 
U.S. PAT. OFF. 


Made by anew and patented I n Compl ete 
process by which a heavier Ornamental Designs 


coating of zinc is evenly ap- 

plied to the entire surface of Furnished in all popular styles and heights in both 
the wire. Makes fence last single and double picket designs. Continental 
years longer and is a greater Flame Sealed Lawn Fence, Flower Bed Border, and 
value for your customers. Trellis can be easily identified with the green cable 
wires at the bottom. It sells easily due to the popular 
demandinall territories, and isa high quality product 
on which profitablerepeat sales arereadily obtained. 


ORDER DIRECT FROM YOUR JOBBER 
He carries a complete stock of Continental Flame 
Sealed Fence for your convenience. Insist on the 
brand identified with the green cable wires at 
the bottom. 


CONTINENTAL STEEL CORPORATION 


Kokomo, Indiana 


Manufacturers of Billets, Rods, Wire, Barbed Wire, Nails; 
Lawn, Chain Link, Diamond Mesh, Farm and Poultry 
Fence; Gates; Black, Galvanized, Galvannealed and Spe- 
cial Coated Sheets; Galvanized Roofing; also ‘Seal of 
Quality’”’ Roofing and Kindred Products. 
























CONTINENTAL -Hlamedealed LawnFence 
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What's Ne 


for Retail 
Hardware Stores 


Stay-Tite Caulking Compound 


Originally developed for the marine 
field, Stay-Tite Marine Caulking Cement is 
now used for caulking all types of build- 
ings. Printed matter, explaining uses and 
application of the product for that purpose, 
is available from the manufacturer. The 
company also supplies a caulking gun for 
quick and easy application. Ready to use, 
requires no heating or mixing. Black or 
gray. From % Ib. can sizes to 100 Ib. 
drum sizes. Stay-Tite Products Co., Cleve- 


land, Ohio. 


Alexander Milburn Catalog 


This catalog is one of the most complete 
ever issued by the Milburn company. It 
describes and illustrates paint spray equip- 
ment, portable carbide lights, oxy-acety- 
lene apparatus, accessories and parts. 
Specifications are given and the price is 
indicated on many of the items. Contains 
more than 30 pages of data. The Alex- 
ander Milburn Co., 1416 W. Baltimore St., 
Baltimore, Md. 


Gardex Row Marker No. 4006 


This Gardex Row Marker No. 4006 is 
for accurately lining up seed and plant 
beds. 
be drawn with it at one time. 
opened 


Six exactly parallel seed drills can 
By drawing 
furrows the 


it crosswise over 





operator can mark off equal distances for 
the young seedlings to be planted in the 
row. Curved blades adjustable to different 
widths. Special construction of blades 
allows instantaneous removal without use 
of screws or wedges. Complete with five 
foot handle. A new and complete catalog 
of the company’s line of farm and garden 
tools is now available. It illustrates and 
describes the line. Gardex, Inc., Michigan 
City, Ind. 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


CI oko cow Pe wha ee eS 














Red Edge Perpetual Inventory Tag 


Here is the Reynolds Wire Co. new Sun- 
Red Edge Perpetual Inventory Tag. Ap- 
proximately 7144x1% in., It is printed 
in two colors with one-foot marks and five- 
foot divisions numbered serially from 5 to 
100. It is designed to be attached to 
opened rolls of screen cloth, hardware 


or marks it off by a pencil line. Either 
way he knows next time how much is left 
without unrolling and measuring. It also 
makes it possible to take quickly a most 
accurate inventory in a minimum of time. 
Tag wire is handy to fasten to unsold 
portion of roll. At top of tag is a space 














\ 
cloth, chicken wire, glass cloth, etc., so 
that the dealer may constantly know how 
many feet of screen cloth, etc., the roll 
contains without having to measure it. 
When dealer cuts an order from the roll, 
he clips number of feet sold from the tag, 


where dealer may write price of that par- 
ticular width of screen cloth, etc. Dealers 
may receive sufficient of these tags for 
their use by writing any Red Edge Screen 
Cloth jobber or direct from Reynolds 
Wire Co., Dixon, III. 





West Bend Matched Aluminum 
Ware In New Design 

West Bend Aluminum now offers a line 
of matched aluminum ware, of new design, 
comprising ten individual items so ar- 
ranged that a 6-piece set is individually 


ing from $1.50 to $2.50 each, slightly 
higher in the west. Four-quart whistling 
tey kettle filled through spout. Fitted 
with trigger arrangement enabling whistle 
to be raised for filling and pouring. Per- 
colator has no-drip spout, horizontally slot- 
ted. Glass top with Thermoplax knob. 





adaptable to all parts of the country. De- 
signed by Heile & Pike, Chicago, II. 
Available with two finishes and trimmings 
—satin-ray finish with red Bakelite knobs 
and handles; silver sheen finish with Sun- 
Ray interior, satin-finish bottoms and black 
Bakelite trimmings. All made of 18-gage 
virgin, sheet aluminum. Individual pieces 
have suggested retail selling prices rang- 


Cover hinged fitting over outside of inset, 
preventing boiling over and eliminating 
possibility of hinge breaking. Has water 
distributor. Sauce pan set, 1, 1% and 2- 
quart sizes; 6-quart covered kettle; 6-quart 
covered sauce pot; 2-quart percolator; 144- 
quart double boiler, 4-quart covered sauce 
pan and 4-quart covered sauce pot. West 
Bend Aluminum Co., West Bend, Wis. 
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Bi Bale Ties . . Nails. . Staples . . Barbed 











Zinc Insulated Fences . . Steel Fence Posts 
- - American Steel Gates . . Banner Poultry 
Fences .. Protector Poultry Fence . . Union 
Lock Poultry Fence . . Poultry Netting. . 


Wire . . Wire of all kinds. 


LEADERSHIP 


POINTS THE STRAIGHTEST PATH TO PROFIT 


Countless words have been spoken and countless reams written about which fence offers the most 
value, which fence is of superior quality and which fence will sell faster. Vital questions, these, to 
farm and store prosperity. Fortunately, however, the answers are all combined into one word—and 
that word is ‘‘Leadership.”” The nation-wide preference for American Steel & Wire Company 
Zinc-Insulated Fences and Steel Fence Posts, offers indisputable proof of greater value, superior 
quality and more rapid turnover. Truly—leadership points the straightest path to profit. 


AMERICAN STEEL & WIRE COMPANY 


208 SOUTH LA SALLE STREET * * * CHICAGO 


Offices in All Principal Cities 
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Dic-A-Doo Paint Brush Bath 


Put up in a package having a suggested 
retail selling price of 5c. Dic-A-Doo Paint 
Brush Bath is displayed in a colorful 
counter carton containing two dozen pack- 
ages. The selling price is featured on the 
display. One package of the paint brush 
bath will clean and restore three medium 





size brushes, says the maker. Dic-A-Doo 
advertisements in consumer publications 
will feature this product for the first time 
this year. The company also offers attrac- 
tive display cartons for Dic-A-Doo Paint 
Cleaner and a new “cut sheet” is available 
for dealers to select advertising material 
from. The Patent Cereals Co., Geneva, 
nN. ¥. 


Go Electric Portable 
Range Model P 


The Go Electric portable range model P 
may be operated from any electric outlet 
and is designed for use in the home, sum- 
mer cottage, etc. Rubber shod legs avoid 
scratching table top and well insulated 
oven bottom prevents damage to tables, 
etc. Chromium plated broiler rack may be 
used for toasting bread, etc. Has two out- 
side burners and upper part of oven will 
accommodate standard self-basting roaster 
and will hold a large fowl or roast, two 
large loaves of bread or other baking. 





Oven temperature indicated by thermom- 
eter in door. May be used to cook a com- 
plete meal for a family of eight. Oven 
has thick rock-wool insulation and all cor- 
ners are rounded and smooth. Has non- 
clogging oven vent. Range has three tone 
combination finish of black, cream and 
aluminum. For easy handling side stoves 
close flush with side of range. Side stoves 
equipped with black parabolic groove mir- 
ror heating element. Heating elements 
guaranteed for one year. Measures 185 
in. x 15% in. x 13 in. Total width with 
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side stoves open is 2814 in. Uven is 11% 
in. x 14 in. x 10 in. Approximate weight, 


32 lb. List price, $15.00. Go Electric 


’ Corp., Natick, Mass. 





Republic Issues Booklet— 
“Sheet Iron—aA Primer” 


The Fifth Edition of Republic’s “Sheet 
Iron—A Primer” is now available. It con- 
tains 64 pages and is profusely illustrated. 
In simple, non-technical language it tells 
the step-by-step story of modern manufac- 
ture of sheet iron, tracing production from 
ore mine to the final inspection of the 
completed sheet. Contains gage tables and 
an interesting glossary of metallurgical 
terms. Bulletin 127, as it is known, is 
available from Republic Steel Corp., Cen- 
tral Alloy District, Massillon, Ohio. 





Westinghouse Lamp 1935 
Dealer Display Plan 


An unique feature of Westinghouse 
Lamp’s 1935 display plan is the shipping 
of the entire year’s supply of display ma- 
terial at the beginning of the year in a 
specially designed case. This case pro- 
vides shipping facilities, storage space for 
displays and which may be used as a 
sloping work table for the production of 
price cards and sundry display pieces. 
Service includes twenty different pieces 
carrying as many different messages, cov- 
ering a wide variety of appeals. Motion 
picture stars, luminous displays, cartoon 
characters—with Pop-Eye the Sailor play- 
ing an important part—are among those 
from which dealers may take their pick. 
For those preferring them there are dis- 
plays of purely utilitarian nature. Lumi- 
nous displays make use of a new develop- 
ment in color printing on translucent paper. 
Picture itself is painted in harmonious color 
tones while rest of display is outlined in 
black. Thus, when illuminated, picture is 
silhouetted in rich glowing colors, present- 
ing a life-like appearance. Shadew box 
built into back of each luminous display, 
resulting in an evenly diffused light over 


' 





entire piece, eliminating concentrated, 
glaring spot from lamp bulb. This year 
instead of mailing an individual display to 
the dealer each month, a year’s supply 
is ordered and shipped out at one time. 
By this method the dealer has available 
at any time during the year, a series of 
suitable window pieces. These are of a 
nature that enables their use whenever 
desired without detracting from newness 
of set-up. Orders for six or more displays 
shipped in specially constructed case, the 
top half of the front of which is hinged 
to turn back, providing a sloping work 
table for printing price cards and sundry 
display pieces. Jars of colors, brushes 
and stencils for this purpose included with 
the service, making it possible for dealer 
to letter his own signs and price cards. 
Safety ledge for holding working materials 
is built onto upper right-hand corner of 
table top. Lower half of case provides 
storage space for those displays and ma- 
terials not in immediate use. Westinghouse 
Lamp Co., 30 Rockefeller Plaza, New York 
City. 


*“Zipeord” Lamp Cord 


“Zipcord” electric cord comprising two 
parallel conductors is rubber jacketed. 
When conductors are pulled apart the rub- 
ber jacket divides evenly, assuring insula- 
tion for each conductor, says the maker. 
Easily applied. Protected by thick walls 
of rubber compound this lamp cord may 





be stripped down without danger of im- 
pairing the dielectric properties of the in- 
dividual conductors according to the maker 
who states that it is long wearing, flex- 
ible, neat appearing, and that it does not 
fray. Approved by Underwriters Labora- 
tories, Inc., Wire Division, U. S. Rubber 
Co., 1790 Broadway, New York City. 





Folder Tells About Fence 
Repairs Under Housing Act 


Circulars explaining to the trade that 
repairs and replacements of fences come 
under provisions of the National Housing 
Act are available to the trade. American 
Steel & Wire Co. issues circulars providing 
dealers’ imprints. Quotation is made from 
a Government pamphlet FHA-101, describ- 
ing how owners of homes and business 
property may secure loans under the Na- 
tional Housing Act. American Steel & 
Wire Co., 208 S. La Salle St., Chicago, Tl. 
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Its Easy to Find 


WHO 
MAKES 
eee 


in the annual “Who Makes It” 
Issue of HARDWARE AGE, the 
Catalog and Directory Number of 
September 27. 


teen 


This is the most complete and 
handy buying guide published for 
the hardware trade. Hardware 
dealers everywhere write us, “it is 
indispensable,” “we refer to it con- 
stantly,” “it is on my desk all the 
time,” “we should be lost without 
=” 


Use the general listing pages regu- 
larly and refer always to the in- 
valuable Index to Product Infor- 
mation, which indicates the pages 
on which is given specific, illus- 
trated buying information on each 
article. 


The “Who Makes It” issue is only one of the many benefits attendant on a HARDWARE 
AGE subscription. The history of HARDWARE AGE is one of service to the hardware 
trade. 








HARDWARE AGE 


The News-Business Paper 
239 West 39th Street New York, N. Y. ot dhe Maxime Beads 


A.B.C. en OY /171 0 0) ae) Ci A.B.P. ° 
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Peerless Waterproof Cement 
Counter Merchandiser 


This “theft-proof”’ merchandise  dis- 
penser for Peerless Waterproof Cement 
holds twelve packages, having a suggested 
retail selling price of 10c each. Formerly 
this product had a suggested retail selling 


price of 25c. This cement is designed to 


STRONGER than 
ee 
WATERPROOS tee 


a eat 
{ 














caper 























repair and waterproof at the same time. 
Display carton and package itself pictures 
uses of the product. Peerless Waterproof 
Cement Co., 2726 Dodier St., St. Louis, Mo. 


Remington Automatic 
Hand Trap, List $3.50 


This Remington Automatic Handtrap 
becomes practically self-operating, insofar 
as actually throwing the target. Trap 
equipped with powerful spring is cocked 
by pulling the target-carrier back against 
the handle. Target is then inserted and 
trap is ready for operation. Gentle swing 
of body and arm allows weight of target 
to pull carrier “off center,” which releases 
spring, applying force to carrier and tossing 
target in any desired direction or angle. 
Trap can be cocked with little finger. Any 
type of shot can be provided with this 





trap, from a low “grass-cutter”-to one 
straight up in the air. Slow easy targets 
can be thrown for beginner and fast, dif- 
ficult shots afforded with only slight change 
of pace. Trap will throw targets with same 
flatness and high rotation as provided by 
machine traps says the maker. Designed 
to throw targets up to 75 yards, without 
employment of much effort. Weight, only 
a little more than a tennis racket. May 
be packed in a handbag and will occupy 
less room than a pair of shoes would in 
such a bag. List price $3.50 each. Rem- 
ington Arms Co., Inc., Bridgeport, Conn. 


Continental Extension Window 
Screen With Safe T Lock 


This extension window screen has a pos- 
itive friction lock which does not interfere 
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with sliding of screen when not in locked 
position. Operates simply. By turning 
lock one-fourth turn to left or right screen 
is securely locked in place. Wood parts 
accurately machined; high grade hard- 
wood lumber and wire cloth. Metal strips 





hold wire cloth firmly. Rigidly constructed. 
Packed in wood crates with solid sides. 
Edges of screens covered with fibre liner 
to keep water, dust and weather out. Con- 
tinental Screen Co., 1323 Book Bldg., De- 
troit, Mich. 


Westinghouse 1934 Line 
“Streamline” Refrigerators 


The Westinghouse 1934 “Streamline” 
electric refrigerators feature a unique re- 
volving middle shelf which increases ac- 
cessibility of storage space and an ll- 
metal self-ejecting ice cube tray. Other 
features include a “button-touch” door 
latch, triple drawer-type food compartment 
especially designed for dairy products, 





crisping and fruit, a handy-tray that folds 
on the door and is removable for service, 
an oversize enclosed fast-freezing froster and 
dial-type temperature control with econ- 
o-matic operating and defrosting positions. 
Cabinets, all steel with extra thick sealed- 
in insulation, Micarta trim and balloon 
type seals. Seamless porcelain food com- 
partments with rust-resisting shelves of 
steel ribbon. Most models available in 
either porcelain or chipless Dulux for out- 
side finish. Modernistic design hardware. 
Hermetically sealed refrigerator unit uses 
silencer for cooling air, and providing quiet 
operation. “D” line comprises 18 models 
with capacities from 2.1 to 20.1 cu. ft. 
food storage space. Line divided into 
three series, the “Streamline DeLuxe,” the 
“Streamline” and the “Master” offering 
models for all purposes in various price 
classes. All models have chipless Sanalloy 


evaporators, buffet top and _ broom-high 
base. “Streamine DeLuxe” has revolving 
shelf, aluminum FEject-o-cube ice tray, 
salad crisper, dairy basket, refrigerated 
fruit bin, handy service and rearranging 
tray, etc. “Streamline” incorporates same 
lines with crisping pan, chilling tray, auto- 
matic light, handy jack ice tray release. 
“Master” models have chilling tray, auto- 
matic light, handy-jack ice tray release. 
This line offered in Dulux finish only. 
Westinghouse Electric & Mfg. Co., Mans- 
field, Ohio. 


Universal Duchess And 
Empress Washing Machines 


Illustrated is Universal Model 390 
Duchess pattern electric washing machine. 
This wringer-washer has porcelain enam- 
eled tub, automatic safety switch and self 
emptying pump. Tub capacity 8 lb. dry 
clothes, water capacity 16 gal. Lovell 
wringer has instant safety release for oper- 
ation by either hand. Two and one-quarter 
inch balloon type rolls extract water with- 
out harming snaps or buttons. Reversible 
full swinging wringers with 6 stop posi- 
tions. Automatic safety interlocking device 
prevents changing position of wringer while 
rolls are revolving. Over-size improved 
motor. Safety switch instantly shuts off 
motor in cases of strain, overload or 
stalled wringer. Tub cover, crown design, 
lacquered outside, cadmium plated inside. 





Triple porceiain enameled inside and out 
on one piece steel tub. Triple vanes of 
agitator create both lower and upper water 
current. Model E290, flowing drain. The 
company also offers Model E1170, wringer- 
washer, Empress pattern with porcelain 
enameled tub, automatic safety switch, self- 
emptying pump, and Empress Model E970, 
wringer-washer, with porcelain enameled 
tub. Landers, Frary & Clark, New Britain, 
Conn. 
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Four Questions 


You Should Ask When Ordering 
~~ 


*LOOK FOR THIS SEAL 

















Goodyear also manufactures a com- 
plete and world-famous line of Trans- 
mission Belting, Farm Belting, Suction 
Hose, Water Hose, Steam Hose, 
Asbestos and Red Sheet Packing, 
Force Cups, etc. Write for price list to 
Goodyear, Akron, O.,orLosAngeles,Cal. 




















Sell an extra length for 
home fire protection 


F YOU want to sell more hose this year, it 
will pay you to “know the answers” to 
four important questions before buying any 


brand. 


DO YOUR CUSTOMERS KNOW IT? 
Goodyear Lawn and Garden Hose is backed 
by the prestige of the greatest name in rubber 
—the quality mark of the world’s largest 
rubber goods manufacturer. 


WILL NEW CUSTOMERS ASK FOR IT? 
Again in 1935, Goodyear Hose will be backed 
by extensive national advertising and dealer 
tie-ups—to create sales for you. 


WILL IT SATISFY YOUR CUSTOMERS? 
All Goodyear Hose is built with cotton cord 


THE GREATEST NAME 


carcass* for longer life, and a cover specially 
compounded against oxidizing and sun- 
cracking. It gives extra-long service — makes 
fast friends. 


DOES IT FIT YOUR MARKET? In the 
Goodyear line you have Emerald Cord, the 
finest hose made; the new lightweight Super- 
twist Cord; and Wingfoot, Pathfinder and 
Glide, offering Goodyear quality at lower 
prices — something to suit every customer. 


Those are the four big reasons why 
Goodyear dealers have doubled and 
redoubled their hose sales—why you will 
make more money with Goodyear! 
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Automatic Cooky Former 


This automatic cooky former shoots out 
perfectly molded cookies as fast as operator 
can squeeze the handles. Automatically 
measures, forms and cuts in one motion. 
Six different fixed-design plates and two 





creative-design plates are included in the 
elaborate four-color display box. Alumi- 
num barrel has new polished Alumilite 
stain-resisting finish, and all working parts 
are heavily rust-proofed. Suggested retail 
selling price $1.25. Aluminum Goods Mfg. 
Co., Manitowoc, Wis. 


Gardella “Roll-Up” 
Electric Cord Reel 


The Gardella “Roll-Up” Electric Cord 
Reel is designed for keeping electric cords 
concealed, clean and out of the way at all 
times. Will roll up to six feet of ordinary 
electric cord. Made of brighi finish black 
and brown, strong, baked composition ma- 
terial. Attached by plugging cord contact 
end into reel. Reel is plugged into wall 
socket when wound to desired length. 
Cord is plugged into reel, then “slots” 
are evened up and doubled cord inserted. 
To wind, brass points or back plate or reel 








are held and casing is turned. When 
wound to desired length reel is plugged 
into socket. For unwinding, reel is re- 
moved from wall plate, outside casing of 
reel is gripped with fingers and cord is 
pulled outward. Will hold up to six feet 
of ordinary electric cord. Measures 2% 
in. x 1% in. Instructions engraved on 
back plate of reel. Display carton in two 
colors has 3 feet of cord and end plug so 
customers may see how it works. Sug- 
gested retail selling price 50c each. 
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Shipped packages of 50 and 100. News- 
paper mats available for circular and 
newspaper advertising. Gardella Mfg. Co., 
9312 Cassius Ave., Cleveland, Ohio. 


HKP Swivel Head Cutter 


The HKP Swivel Head Cutter is de- 
signed to work equally well up or down, 
left or right, behind or before, in or out, 
because cutting head swivels to any angle 
on either side of handles. Works as ef- 
fectively in any of these positions as does 
the rigid type Porter tool. Special section 
joined by ball and socket joint with shoe 
for holding cutterhead and positioning 
spring to hold head in desired position are 
all the changes employed. Shoe will hold 
any standard head of a given size, clipper 





cut, center cut, chain cutter, nut splitter, 
etc. Change from one head to another can 
be quickly made on the job. Kit is also 
available with which standard Porter tool 
can be made into this universal swivel type 
at small cost. H. K. Porter, Inc., Everett, 
Mass. 


Improved Package For 
“Pak-Tite” Jar Rings 

This new package for “Pak-Tite” Jar 
Rings has a design comprising a brilliant 
red jar ring emphasizing the lip, on a 





black box with silver band. Package de- 
signed by Egmont Arens. Display carton 
done in same color scheme. Jenkins 
Brothers, 510 Main St., Bridgeport, Conn. 


“Penetroil”’ Packaged 
Lubricating Oil 

Now available in pint containers, fin- 
ished in green, white and black, with 
spout for dispensing oil. List price 25c 
per pint container. Offered for lubrication 
of valves, rings and pistons; for thinning 
oil in steering gear, transmission and dif- 
ferential. For lubricating springs, genera- 
tor, hood and body squeaks. May be used 
on washing machines, typewriters, etc., 





wherever a highly refined lubricant is re- 
quired and is for summer and winter use, 
says the refiner. Circulars available. Cata- 
log pages and envelope enclosures offered 
wholesale distributors. The Refinoil Mfg. 
Corp., Kansas City, Mo. 


Goodrich Mending 
And Electric Tape 


This tape is 90 per cent pure rubber and 
a single thickness has tested to 8000 volts. 
Tested and listed by Underwriters’ Labora- 
tories. Illustrated is the attractive display 
carton for Goodrich Mending and Electric 
Tape. At either end of the carton are 
samples with which customers are invited 
to experiment after first removing the Hol- 
land cloth that protects the sticky rubber 
surface. Recommended by the maker for 
repairing radiator hose, storage battery 
cables, auto tops, telephone cords, hot 
water bottles, bicycle tires, etc. For wrap- 
ping handles of screw drivers, spades, 
lawn mowers, grass shears, hammers, fish- 
ing rods, tennis rackets, golf clubs, base- 
ball bats, etc. May also be used for mis- 
cellaneous weather stripping doors and 
windows, anti rattle strips on automobiles, 
etc. The B. F. Goodrich Co., Akron, 
Ohio. 
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Ask your jobber 





W.W. CROSS ?CO. INC 
EAST JAFFREY NH. 
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The Cleaner That Puts 
|| New Life into Old Walls... 





'... also Puts New Life 
| into your Cash Register 


ES — the cleaner that works best on your 

customers’ walls works best on your own cash 
register—Climax Cleaner. It sells easiest because 
people already know all about it. They know it’s 
the safe, quick, easy and inexpensive cleaner for 
papered or painted walls, including “washable” 
wallpaper. Household thrift will dictate unusual 
activity in home cleaning this year. Take advantage 
of this certain demand by stocking up with Climax 
—the popular cleaner in the blue labeled can. Order 
from your jobber. 


The Climax Cleaner Mfg. Co. 


Cleveland, Ohio 





e 
* 

Remember 

that Climax 

Priced right is being ad- 
to sell prof- vertised this 
itably. Free year in 
counter and Good House- 
window dis- keeping, De- 
lineator, and 

— Better 


Homes and 
Gardens. 


"Cumax Cleaner MF. 
CLEVELAND,O.U.S-A- 
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FITLER 
ROPE 


The Rope that 
Wins and Holds 
Good Customers 





Your customers buy rope for 
just one reason—to use. And 
most of this rope gets plenty of 
hard use, and abuse, too, in all 
kinds of weather by men whose 
sole thought is the job and not 
the rope. 


Sd 


When you sell Fitler Rope you 
supply your customers with rope 
that is dependable . . . a rope 
that’s made sturdy enough to do 
the toughest job demanded 
of it ... that gives long and loyal 
. stands a powerful lot 

and makes fast 


service . . 
of abuse 
friends of your rope buying cus- 
tomers. 


There’s a Fitler Rope for Every 
Use. 


Ask your jobber for our folder 
of valuable information con- 
cerning the Storage and Han- 
dling of Rope, and Helpful 
Suggestions for Its Use. 


The EDWIN H. FITLER Co. 
Philadelphia Cordage Works 
Philadelphia 
Established 1804 


Houston, Texas 
1201 Commerce St. 


Chicago, Il. 
222 W. Kinzie St. 
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ajor Electrical Appliances 
Offer Hardware Sales Opportunity 


(Continued from page 49) 


' treme rear of the refrigerator, such 








items as ejecto-cube ice trays where 
the ice cubes are ejected from the 
trays without use of any water what- 
soever, refrigerated bins and draw- 
ers making food readily accessible 
and kept in the proper places where 
the temperatures are proper for the 
kind of goods. 

“The controls have been tremen- 
dously improved so that desserts can 
be quickly made, defrosting easily 
accomplished and provision made 
for operating the refrigerator on an 
economy basis while the family is 
away over weekends and on vaca- 
tions. 

“Some manufacturers have given 
protection on the hermetically sealed- 
in mechanism of five years without 
any charge whatsoever to the pur- 
chaser, other than the small cost 
originally included in the price. 

“High luster, long life finish is 
a recent development. This finish is 
much less expensive than porcelain 
but looks very much like porcelain 
and will last several times as long 
as ordinary lacquer finishes and will 
retain its brilliant whiteness. 

“As an indication of the tremen- 
dous interest in the electric household 
refrigerator business, the large elec- 
tric utilities, department stores, 
furniture stores, the Government in 
its Army camps and in the housing 
projects, are promoting refrigerators 
in a great big way. 

“The household refrigerator today 
is a very satisfactory piece of kitchen 
equipment and requires practically 
no attention whatsoever and will 
give many long years of satisfactory 
life and service. 

“Practically every make of refrig- 
erator can be purchased on easy 
term payments, usually extending 
over 24 months, so that families with 
quite small incomes are able to pur- 
chase refrigerators out of their food 
savings and the saving in their ice 
bill. 

“Many people are conscious of 
the need of electricity in the usual 
household tasks and above every- 
thing else every woman desires to 
have an all electric kitchen, and of 
the many electrical items and con- 
veniences that are used in the kit- 


chen the electric refrigerator seems 
to have a dominant place. 

“Altogether this industry which 
really started to sell its products in 
volume in 1925 has expanded into 
being one of the largest and most 
successful businesses of today.” 

Sounding an equally optimistic 
note, based on facts and conditions, 
A. E. Allen, Westinghouse vice-pres- 
ident commented on the complete ap- 
pliance situation as follows: 

“Improved general business con- 
ditions, increased popular accept- 
ance of electricity as a servant, and 
a definite trend toward lower rate 
structures, have all been responsible 
for the re-birth of the appliance mer- 
chandising industry. 

“Every electric appliance, from 
irons to ranges and from hair curlers 
to electric refrigerators showed a 
most gratifying increase in percent- 
age of sales during the past year. 

“The sale of electric ranges has 
been a sort of barometer indicating 
household appliance sales. Accord- 
ingly, any decrease in electric range 
sales has been met with considerable 
concern. There is nothing wrong 
with the sale of electric ranges. Our 
1934 range sales were more than 
double those of 1933. The increas- 
ing acceptance of electric cookery 
promises to equal the popularity of 
electric refrigerators, now one of 
the dominating factors in the ap- 
pliance industry. 

“But we are not relying on the 
increase in sales of one appliance 
on which to base our optimistic pre- 
dictions. Electric washers and irons 
sales have also shown steady in- 
creases. Our small heating appli- 
ance business has enjoyed an amaz- 
ing increase reaching 106 per cent 
over the 1933 figures. Fans, vacuum 
sweepers, and food mixers have also 
shown startling increases. 

“The success of our refrigeration 
department alone justifies the tre- 
mendous expansion program we have 
planned. Our quota is set for 40 
per cent more units in 1935 and we 
have just spent more than quarter 
of a million dollars to increase the 
production facilities at our Mans- 
field plant to meet the anticipated 
demand.” 
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AProfitable Selling 
Poultry Netting— 


There’s a “Big difference” in Poultry 
Netting—some kinds disappoint own- 
ers by rusting out in almost no time. 
Wickwire Brothers Galvanized Hex. 
Poultry Netting pleases customers by 
resisting rust longer than usually ex- 
pected. It is 


Made from Open Hearth 
Copper Bearing Steel 


—a much greater rust-resisting mate- 
rial than Bessemer. We control every 
operation from raw material to fin- 
ished product—assume full responsi- 
bility for the quality of every roll. All 
standard sizes. And quality staples. 


Also Hardware Cloth that Stands 
HARD-WEAR. 


Ask your Jobber to supply you. 





8x8 Mesh 


ees 





“LEGITIMUS" — in English, 
legitimate, genuine. This 
Trade-mark is your assurance 
of highest quality and value. 








LEGITIMUS 


BLAZING 
NEW TRAILS 


TO Pro fits 


He’ll take your bet—if you let him + 
carry an axe! 





| The experienced trail hiker prides 
| himself on his ability to get along {4s 
| in the wilds. He would be willing it} 

to go into the woods without clothing, 
food, firearms—even matches; but he ] 
will insist upon carrying an axe! 





Among the many members of the vari- 
ous trail clubs throughout the country, 
the Collins No. 986 Hudson Bay Axe 
is in great and growing demand. De- i 
signed as an all-purpose axe, it pro- *\ 
vides full strength and balance with- j “| 
out excess weight. Like all Collins Be | 
products, you can recommend it, sell it, +} } 
with perfect confidence that it will 
make new friends for you. 














If your jobber cannot supply you, 
write us. We make axes, hatchets, 
bush hooks, hoes in all standard pat- 
terns, weights and finishes, and in a 
wide variety of price ranges. 





No. 986 
HUDSON 
BAY 
AXE 










HALF HATCHET 





BOY SCOUT AXE 


tHE COLLINS 0. 


COLLINSVILLE, CONN. 
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Sust Off 
The Press 


13th Edition 


HARDWARE AGE 
VERIFIED LIST 


The Authoritative List of 
Wholesale Hardware 
Houses 
The Only List of Hardware 
Jobbers in Book Form 
Published 
—_@— 

Contains the following complete 
lists, needed by all who sell thru 

hardware channels. 


462 Shelf Hardware Jobbers in the 
















































83 Shelf Hardware Jobbers in 
Canada. 

162 Heavy Hardware Jobbers in the 
U.S. 

(These are in addition to 326 
Shelf Hardware Jobbers who 
handle heavy hardware.) 

1424 Distributors of Mill, Mine, Steam 
m’ Machinery Supplies in the 


y 

Distributors of Mill, Mine, Steam 

and Machinery Supplies in 

Canada. 

890 Plumbers and Tinners Supplies 
Jobbers in the U. S. 

66 Plumbers and Tinners Supplies 
Jobbers in Canada. 

652 Manufacturers Agents handling 
Hardware and Housefurnish- 
ing Lines in the U. S. 

34 Manufacturers Agents handling 
Hardware and Housefurnish- 
ing Lines in Canada. 

202 — Chain Stores in the 

LS 
12 Hardware Chain Stores in 
Canada. 


Relative to the Shelf and Heavy 
Hardware Jobbers, not only are 
their names and addresses given, 
but included are their capitaliza- 
tions, lines handled, territories 
covered, number of men travelled 
and in practically all cases the 
names of the officers and buyers. 
Obviously this*is valuable infor- 
mation for these desiring to con- 
tact, personally or by mail, the 
officials of these hardware job- 
bers; useful to their credit de- 
partments and indispensable in 
direct mail sales promotion ad- 
vertising. 


Price $10.00 a Copy 
Remittance with Order 


HARDWARE AGE 
VERIFIED LIST 


239 W. 39th St., New York, N. Y. 
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Consumers Advisory Board 
Recommends Sweeping 
Changes In Recovery Act 


(Washington Bureau of Hardware Age) 

Sweeping changes in the policies 
of the NRA have been recommended 
by one of its units—the Consumers’ 
Advisory Board. The _ proposed 
changes, would, in effect, reduce the 
majority of codes to standards gov- 
erning hours, wages, child labor, 
collective bargaining, and fair trade 
practices. It is charged that the origi- 
nal purposes of the law have been 
forgotten. Price fixing and monopo- 
lies are protected. It is also con- 
tended that “the pressure of special 
interests for individual advantage 
has diverted the course of the act 
from that which Congress intended 
it to follow.” Increased Federal 
control is recommended, and a re- 
turn to open competitive methods, 
under a degree of control, is strong- 
ly urged. 

The seven recommendations made 
were: 

1. That the government retain the 
right to impose codes of fair compe- 
tition as a measure of industrial con- 
trol; 

2. That the vast majority of these 
codes be confined to the establish- 
ment of simple minimum standards 
governing hours, wages, child labor, 
collective bargaining and fair trade 
practices ; 

3. That there be added to the 
standards comparable quality stand- 
ards for the protection of the con- 
sumers; 

4. That definite limits be set on such 
price and quantity controls as may 
be permitted to code authorities in 
exceptional cases; 

5. That public membership on 
code authorities be made proportion- 
ate to the powers which they exer- 
cise; 

6. That the tariff section of the act 
be repealed, and 

7. That provision be made for the 
collection of complete industrial 
statistics. 

Presented to the National Indus- 
trial Recovery Board on the eve of 
hearings beginning Jan. 9 looking 
to broad revamping of codes, the 
report of the Advisory Board un- 


doubtedly will be given thorough 
consideration. 

Letting down the bars on produc- 
tion control, as well as price fixing, 
the two subjects to be dealt with at 
the first NIRB hearing, is urged by 
the Advisory Board in the interest 
of consumers. It declares that “the 
consumers’ interest requires that 
goods be turned out in large and 
increasing volume, that living stand- 
ards may be advanced to the highest 
level to which our productive capa- 
city and our technical skill can raise 
them. Competition which contrib- 
utes to this end must be encouraged, 
prices kept low.” 

It is insisted that thousands are 
improperly fed, badly housed, and 
inadequately clothed and that “near- 
ly all of us could increase our con- 
sumption of goods and _ services 
without overindulgence.” In_ this 
situation, it is maintained, “it is fan- 
tastic to talk of overproduction. 
There has been overcapacity only in 
the sense that industry has produced 
more than it can sell at high prices. 
If prices are not so high as to pre- 
vent it, idle labor and capacity will 
be put to work and the so-called sur- 
pluses of the goods of which our 
people stand in desperate need will 
shortly disappear.” 

While condemning unbridled com- 
petition just as it condemns “un- 
bridled monopoly,” the board says 
there is no indication that monopoly 
deals more decently with labor, gives 
high quality, eliminates deceptive 
competitive methods, or conserves 
resources, and declares that what is 
needed is an intermediate program 
which might at once put a floor un- 
der labor, consumer and trade stand- 
ards. 

It is charged that some groups 
have employed codes, frequently in 
violation of the act and in defiance of 
their plain terms, asa means of elimi- 
nating active price competition and 
increasing profit margins. 

The board questions whether the 
government should undertake to out- 
law “destructive price cutting” and 
declares it is next to impossible to 
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ss To the experienced architect or builder no sash cord is 
, too good. One replacement job makes cheap cord cost 

more than Samson Spot Cord. More than forty years of 

adherence to one quality standard—one grade—one name 
and trade-mark has established Samson Spot Cord as the out- 
standing dependable value. For permanent buildings Samson 
Spot Cord is almost always definitely specified. By carrying it 
in stock you will get profitable business. 


Where a moderate priced window cord is suitable, and for an 
especially good clothes line, we offer Phoenix—a real sash cord 
and good value. Phoenix is made all yarn construction, firmly 


braided, smoothly finished and has a minimum of stretch. 


Phoenix may be stocked for both sash cord and clothes line use. 
It costs a little less than Spot Cord but is dependable quality 
at a modest price. . 


We make cotton twine and all kinds of braided 
cord for various uses. Write for catalogue. 


SAMSON CORDAGE WORKS 


Boston, Massachusetts, U. S. A. 
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YOUR RECOMMENDATION 
IS WORTH SOMETHING! 


Let It Get You The Better Profit From 
A Higher Grade Sale! For Example, These 





EXTRUDED BRASS 


PIN TUMBLER 


e 
] WO things result when your recom- 


mendation sells one or more dependable 
Eagle Pin Tumbler Extruded Brass Pad- 
locks— 

1. Your customer buys big value, utmost 
security and permanent satisfaction. 
2. You make the better profit on a sale 
which might, without your recommen- 
dation, have been only half as large. 

It PAYS to Sell the BEST! 
& 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 


casts {Box co 


26 Warren Street-- New York 


Branch Offices: 
$21 Commerce St. 179 N. FranklinSt. 114 Bedford St. 
Philadelphia, Pa. Chicago, Il. Boston, Mase. 


Works at Terryville, Conn. 
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_. We were 
MISTAKEN 


For years screw plate sales stood 
still. We said—“People don’t 
want screw plates so much these 
days.” We should have said— 
“Perhaps people want a new 


kind of screw plate.” 


So we designed and brought out 
the “O.K.” Jr. line. The “O.K.” 
Jr. is a modern, up-to-date, reli- 
able screw plate selling at a 
price that people can afford to 
pay today. In the last two years 
many thousands have been sold. 
Hundreds of hardware dealers 
who hadn’t sold a screw plate 
for years have taken it up and 
done a surprising volume of 


business. 


People do want screw plates, 
and are buying them freely 
when the price and quality suit 
their pocketbooks. It will pay 
you to learn all about the “O.K.” 
Jr. line, which you can do by 
asking any “Greenfield” repre- 
sentative or your hardware 


jobber. 





(eres 
CORPORATION 
GAREENFIELO, MASSACHUSETTS 
New York Office: 15 Warren St. 
Chicago Office: 611 W. Washington Blvd. 
Detroit Office: 228 Congress St., W. 
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identify the destructive price cutter. 
It suggests the possibility, however, 
of open price systems as a curb 
against destructive price cutting. 
though saying it may also be em- 
ployed to fix “collusive prices and 
to compel individual business con- 
cerns to adhere to them.” 

Citing as a “shotgun attack” the 
fact that no common formula can 
be applied to the control of several 
hundred separate industries and 
trades, the board says it is apparent 
by now that the complexity of the 
industrial system demands a more 
discriminating approach. The board 
asks that any set of output restric- 
tions be accompanied by a tax, ap- 
parently in the form of an excess 
profits tax, to be appropriated for 
public uses. The natural resource 
industries, it is maintained, must be 
regulated by public agencies for the 
common welfare. 

Taking views parallel to those of 
the Federal Trade Commission, the 
Advisory Board attacks “monopo- 
listic control,” which, it says, pre- 
vailed long before the enactment of 
the Recovery Act. The board says 
serious consideration should be given 
to recommendations made by the FTC 
which asked Congress for authority 
to control mergers and holding com- 
panies. The board also thinks it 
would be wise to experiment further 
with control of codes in this field, 
that such codes should.outlaw monop- 
olistic price practices, but that they 
should be administered by authori- 
ties whose membership, largely repre- 
sents the public interest. They 
should require, it is declared, the 
regular collection, reporting and 
publication of statistics on codes, 
prices and profits. 

Apparently taking a rap at the 
NRA itself, the Advisory Board says 
trade practice rules, if confined to 
matters which have already been 
legally established as unfair, may be 
enforced through the FTC and the 
courts. 

Pointing to practices which have 
been set up in codes, such as the 
establishment of standard cost ac- 
counting systems, open price report- 
ing, the collection and sharing of 
statistical information, etc., for 
which it is stated industry may make 
out a case, the board warns against 
abuses of such practices. Each, 
however, it is stated, may be used 
to establish something other than a 


competitive price, and each achieves 
legal status only by public consent 
and must be granted not as a right 
but as a privilege. 

Repeal of the section of the tariff 
act which provides for possible in- 
creases in customs duties is recom- 
mended because it is claimed its very 
presence on the statute books can- 
not fail to embarrass the administra- 
tion in ils present efforts to negotiate 
reciprocal tariff pacts and to find 
foreign markets for agricultural 
products. It is also held to be a threat 
to reduce importations of raw ma- 
terials. 


The Advisory Board says _ that 
clearly included in any legislative 
reconstruction of NRA should be 
detailed provision for collection, 
analysis, interpretation and publica- 
tion of industrial and trade statis- 
tics. 

In the main, the Advisory Board 
says, its recommendations might be 
carried out in the administration of 
the Recovery Act, though it is pointed 
out it is for Congress whether it 
wants to enact them explicitly. Nor 
do the recommendations constitute a 
complete program of public control, 
the board says, but are presented 
simply as mimimum requirements 
“which should be met even if Con- 
gress confines itself to a brief emer- 
gency extension of the act,” but it is 
stated that continuance of the act 
as an emergency measure will mere- 
ly postpone issues which must sooner 
or later be faced. 


Walter Keith 


(Continued from page 46) 


expressed the hope that we would 
correspond more frequently in the 
future. Then he went on to a dis- 
cussion of business conditions in the 
South. He referred to the troubles 
through which we had all passed 
throughout the depression, and con- 
cluded with a paragraph in which he 
stated that the hardest task he had 
ever had in his life was to try to re- 
duce his organization to the propor- 
tions the reduction in volume war- 
ranted. In this last paragraph of the 
last letter I shall ever receive from 
him, his thought was not for himself, 
but for others. Not only a good 
hardware man, a true friend, but a 
great gentleman has passed beyond 
the veil. 
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~(CHICAGO)— 


SPRING HINGES, 
Quality Screen Door Spring Hinges 





inden selecting your re- 


Spring Hinges for the com- 
ing season it will pay you to 
consider type 3005 and 
4005 Chicago 
Hinges. 


Spring 


They are constructed of 
heavy wrought metal, fin- 
ished in a most excellent 
manner, and have enclosed 
springs of tempered steel 


wire with tension adjust- 





ment, 


Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
U.S.A. 


NEW VEGETABLE 
SLICE R 


The new Arcade Vegetable 
Slicer is designed for slicing 
raw vegetables and fruits of a 
solid nature such as potatoes, 
carrots, onions, celery, cab- 
bage, cucumbers, apples, etc. 
Adjustable for thick or thin 
slices. 

Practical for home use ... also 
for hotel and _ restaurant 
kitchens. Easy to clean... 
cutter blade may be sharpened as easily as a knife. Slices 
quickly and uniformly. 

Its popular price and great utility make it a quick seller. 
Order from your jobber. Ask for our complete Hardware 


T ARCADE 

















HARDWARE 





ARCADE MFG. CO., FREEPORT, ILL. 
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Smooth as a 


Ball Bearing 


The principles of the ball bearing are incorporated in 
Arme BALL BEARING CASTERS. This means a frictionless 
caster which rolls easily, quietly, smoothly in any direc- 
tion. 


Saves Floors, Rugs, Carpets and Effort 


Every customer that comes into your store uses casters 
on some piece of furniture. For this reason, every custo- 
mer is a potential buyer. Take advantage of this market. 
Sell the modern ball bearing, frictionless caster; sell 
Armes and add to your profits. 


A Demonstration Makes 
A Sale 


Roll an Acme on the counter, 
or the palm of your hand 
and usually, a sale quickly, 
follows. Let ’em see Armes 
and let ’em see how easily 
they roll. 





Tue ScHAatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 














” 
Ait? 
\ MADE IN U.S.A 
e BY 


INDIANA STEEL &~ WJRE CO. 


MUNCIE. INDIANA. 
— 





Now—you can obtain perfect hex- 
agon-mesh and perfect straight-line 
netting from the same dependable 
source. U. S. HEXLOK and U. S. 
STRAITLOK are more uniform, 
more rigid, easier to handle and cut, 
more durable in service. Made with 
the famous Lock-Twist Weave, both 
come from the loom under smooth, 
even tension, lie flat when unrolled, 
stretch perfectly. 


U.S. HEXLOK and STRAITLOK 
Poultry Nettingscomeinall standard 
widths; one and two inch mesh; gal- 
vanized before or after weaving. B 
concentrating on this great line, deal- 
ers can fill every trade demand and 
meet every phase of competition. 

Ask your Jobber or write direct to 
INDIANA STEEL & WIRE CoO. 
Mancie, Indiana 


GENUINE 
POULTRY [J & NETTING 


PERFECT HEXAGON NETTINGP 
4ONILLIN JNITLHSIVULS 1935505 fe 








MAODE IM U.S.A 
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"rg Mite ganna”, cea” AF espenncs sense 


INDIANA STEEL &~ WIRE CO. 


MUNCIE. INDIANA 











Retailers to Pay Single Assessment 
for Code Administration, NRA Rules 


(Washington Bureau of Hardware Age) 
ETAIL hardware dealers and other 
retailers no longer will have to 
pay more than one assessment for code 
administration. Heretofore confused 
by being called upon to contribute to 
code authorities representing minor 
lines in which hardware merchants are 
engaged, they have now been relieved 
of overlapping and multiple assess- 
ments through NRA Administrative 
Order No. X-131, issued Jan. 8. Ap- 
plying solely to retail trades, the order 
provides that it will be necessary, effec- 
tive Jan. 1, for a retailer to pay only 
one assessment regardless of the num- 
ber of retail codes which affect por- 
tions of his business. He is given the 
privilege, however, of contributing to 
minor lines if he so chooses, and will 
be credited through deductions on as- 
sessments paid in connection with his 
principal line. 

The single assessment plan calls for 
contribution to the General Retail Code 
Authority only. It will be necessary to 
pay the single assessment on a basis to 
cover the entire retail business, no mat- 
ter how many lines it includes. For 
hardware merchants who are now pay- 
ing only on their principal line this 
will mean higher assessments than they 
now pay inasmuch as they will have to 
include assessments for minor lines 
where they are operated. For the most 
part retail hardware merchants have 
been paying only on their principal 
line. This is due to the fact that there 
have been only a few exemptions affect- 
ing their line under Administrative 
Order X-36 which provides for contri- 
bution only to the principal line. The 
exemptions under this order automati- 
cally were eliminated as were exemp- 
tions under a supplementary order, 
X-78, by reason of the single assess- 
ment order. Opportunity has been 
given to file objections to the new order 
until Jan. 21, but it will become perma- 
nently effective if not revised by the 
National Industrial Recovery Board on 
or before Jan. 25 

While the single assessment order 
was issued because of difficulties en- 
countered under the old system and 
because it imposed hardships on retail 
concerns under more than one code, it 
was also issued because, according to 
NRA Administrative Officer W. A. 
Harriman, the payee of assessments on 
the principal line only by those hav- 


ing minor lines as well placed a dis- 
proportionate burden on one-line estab- 
lishments. The latter, it was explained, 
often are the smaller ones and it was 
contended others were freed from pay- 
ing “their fair share of the expenses 
of code administration.” 

Under the new order single assess- 
ments are to be based on the total re- 
tail business done either at the rate of 
assessment approved for the principal 
line code or upon the principal line at 
the rate of assessment approved for the 
principal line code and upon each 
minor line at the rate approved for 
each minor line code. 

Where a retailer prefers to pay as- 
sessments both on their principal and 
minor lines they will be required to 
certify to the code authority governing 
their principal line that the propor- 
tionate payments have been made on 
the minor lines. Agreements hitherto 
made between code authorities for di- 
vision of funds remains intact. Retail 
assessments are paid according to the 
number of employes engaged in each 
establishment or are based on dollar 
volume of business. 

An important provision in the single- 
assessment order is that the code au- 
thority which accepts assessments cov- 
ering minor lines “shall thereby be 
subject to the obligation of furnishing 
to such minor line code authority such 
assistance in administration and com- 
pliance as may reasonably be re- 
quired.” This will not deprive the 
minor line code authority of the right 
to secure compliance on its portion of 
the establishment’s business. 

The order does not change the situa- 
tion as to assessments for other than 
retailing business. It was pointed out 
that, for instance, some firms are en- 
gaged in both retail and wholesale 
trade. Others add manufacturing to 
their activities. Contributions on such 
other activities are not to be paid to 
the principal code authority but will 
be governed by previous NRA orders, 
which vary, depending on the particu- 
lar codes involved. 

The new order followed several 
weeks. of study which, it was stated, 
showed that each of the various code 
authorities would receive its proper 
share of the total assessment collected. 
The action was said to indicate similar 
simplification throughout the code 
structure “as soon as equitable means 
for working it out are perfected.” 
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Iver Johnson .22 Supershot 
Sealed Eight Revolver No. 834 


The Iver Johnson .22 Supershot Sealed 
Eight Revolver No. 854 with adjustable 
finger rest to fit all hands is a target re- 
volver. Counterboring of chambers and ex- 
tractor surround and seal each cartridge 
head and rim with wall of steel to guard 
against head bursting. Finger rest may be 
adjusted up or down to fit hand in less 
than a minute. Two-way rear sight ad- 
justable with one screw. Hi-Hold one- 
piece checkered walnut grip cylinder of 





high carbon alloy steel. Trigger scored to 
prevent finger slip. All piano wire springs. 
De-Flex rib. Patridge type sights 3/32 in. 
diameter. Two-way rear sight adjustable 
for both elevation and windage. Blued fin- 
ish with gold lettering. Barrel, 6 in. long, 
length, overall, 1034 in. Weight 24 ounces. 
Shoots .22 long rifle, long and short rim 
fire cartridges. Shells automatically eject- 
ed. Sealed-wrapped in cellophane.  Cir- 
cular matter available. Iver Johnson’s 


Arms & Cycle Works, Fitchburg, Mass. 
Hamilton Beach Model C 
Electric Food Mixer 

This model has 57% more power than 
former model B, says the maker, and has 


radio interference eliminator. May be 
moved or operated with one hand. Used 





with same attachments as former model B 
it is offered at the same price. Suggested 
retail selling price with two bowls, $18.75, 
western list price, $19.75. Hamilton Beach 
Mfg. Co., Racine, Wis. 


Becky Porter No. 8 Heavy 
Duty French Fry Cutter 


Built for rugged service this cutter cuts 
uniform slices or cubes. For French fries 
whole vegetable is placed on knife block 
and handle pulled. Dice cut by returning 
strips in even rows to knife block and 
pulling handle. May be used for cutting 
firm vegetables and fruits as well as nut 
kernels. Machine not adapted for cutting 
meats. Machine is 18% in. high. Ap- 
proximate shipping weight 15 lb. Three 
sizes of stainless steel knife sets available. 
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Each macline regularly equipped with 
size B %-in. knife, unless other sizes are 
desired. A, %4-in., or C, %4-in. knife avail- 
able instead, if desired. Additional knives 
offered at extra cost. Stainless steel tool 





furnished with cutter for cleaning die 
block. List price, $12.50 with one size 
knife set, slightly higher west of the Mis- 
sissippi River. Becky Porter Division of 
Kitchen Utilities, K-D Mfg. Co., Lancas- 
ter, Pa. 


Duraval Air Valves 


Have New Display 


Here is the new and attractive display 
unit for Duraval Syphon Automatic Air 
Valves. Individual valves are wrapped in 
a cellophane envelope which is printed in 
two colors. Envelopes are in an attractive 
blue display package with a hinged cover. 
Inside of cover has display label. Valve 
has baked-on cream enamel finish. Con- 
structed with one-piece interior mechanism 
comprising combination float and thermo- 
static member. Positive thermostatic 
action is result of expansion and contrac- 
tion of a volatile fluid. Valve pin mounted 
on float operates against seat in adjusting 





screw. Nickel silver valve pin. Valve con- 
struction also includes syphon through in- 
let opening which contributes to removing 
all water or condensation from valve. Jas. 
P. Marsh Corp., 2073 Southport Ave., Chi- 
cago, Ill. 


Burgess Filling Station 
Display Card 


This new display card acts as a filling 
station for the flashlight. Card finished in 
black has Burgess uni-cell vender built into 
it and a completely equipped tester unit 
just above the vender. Batteries are tested 














by simply resting them on a bracket and 
noticing the painted flashlight on the dis- 
play. A real bulb sends forth a shower 
of light when cell is in position. Burgess 
Battery Co., Freeport, Ill. 


Universal Turn Easy 
Toaster E 7612 

The E7612 Universal Turn Easy Toaster 
is of modernistic finish with chromium 


plated bread racks and black enamel top, 
base and ends. Toast turned by opening 





bread rack. Black knobs and feet. Packed 
one in a carton, three in unit package. 
Equipped with 6 ft. art silk cord. Land- 
ers, Frary & Clark, New Britain, Conn. 


G. E. Issues Book On 
“Industrial Cable” 


This publication describes and lists all 
standard types of insulated wire and cable 
used by industrials for transmission, dis- 
tribution and control, and used on or with 
electric equipment such as mining machin- 
ery, locomotives, neon signs, etc. Contains 
128 pages with an ornamental cover.. Does 
not cover the paper-insulated types of 
cable, used principally for transmission of 
large blocks of power at the higher volt- 
ages. “Industrial Cable,” GEA-1838 is a 
companion to bulletin GEA-1837, an 80- 
page publication on “How to Select Indu- 
lated Cable.” General Electric Co., She- 
nectady, N. Y. 
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Mi 
LANTERNS 
-* Old in 

REPUTATION 
-* Ever New in 
SALABILITY 
and SERVICE 















y HE SURE SELLERS form the back- 
bone of retail prosperity in any year. 
In this class of merchandise Dietz Lan- 
terns rank high. 


Start the New Year right by display- 
ing and pushing Dietz Lanterns at this, 
their best selling season. 


R. E. DIETZ COMPANY 
NEW YORK 


MAKERS OF LANTERNS FOR 
THE WORLD .. . FOUNDED 1840 


Output Distributed Through the Jobbing 
Trade Only. We Do Not Sell Chain Stores, 
Catalog Houses or Syndicate Buyers 
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Theyre Telling Us 


(Continued from page 69) 


Mighty Handy 

Tampa, FLta.—We have received the 
HarpwareE AGE Directory “Who Makes 
It?” issued September 27. 

This book, of course, comes in mighty 
handy and we wish to compliment you 
for the manner in which this informa- 
tion has been compiled. It is of tre- 
mendous value to retail hardware mer- 
chants as well as to jobbers. 

Thanking you, we are 

J. W. WrEsTBROOK, 
Manager Hardware Division 
I. W. Phillips & Company 





A Big Help 


JACKSONVILLE, FLa.— We received 


| the Directory or “Who Makes It?” 
| issue of the HARDWARE AGE, and have 


always found it a big help when we 
are in a hurry to get information for 
ourselves or our customers. 
W. L. Scuuttz, Vice-President, 
The S. B. Hubbard Company 





Superior 

Des Moines, Llowa.—Thanks very 
much for the Directory or “Who Makes 
It?” which you issued recently. 

[ have looked this directory over 
very carefully and I must state that it 
is by far the best and most complete 
issue you have ever gotten out and far 
superior to any similar directory we 
have received from other sources. 

This book will prove of great value 
to our buyers. 

W. T. McNerney, 
Vice-Pres. & Gen. Mer., 
Brown-Camp Hardware Company 





Valuable Book 


Macon, Ga.—We have received copy 
of the Directory or “Who Makes It,” 
and think it will be a very valuable 
book as it gives quite a lot of informa- 
tion we have trouble in getting else- 
where. I have no suggestions to make 
as to its improvement. 

T. L. FuNnpersurkK, Gen. Megr., 
Dunlap-Peeler Hardware Co. 





Most Complete 


Car.isLeE, Pa.—We have your Buyers’ 
Directory. This issue is most com- 
plete and one of the things that we use 
in our office regularly. We would hate 
to be without this Directory. It saves 
us much work. 

M. W. ALLEN, 
Cochran & Allen 


Very Useful 


MitwavuKEE, Wisc.—Would advise 
that the Directory is very useful. There 
is hardly a week in the year that we 
do not refer to it and almost invariably 
we find the information we require. 

Thanks again for your kindness in 
supplying us with this Directory “Who 
Makes It.” 

F. S. Rost, 
Frankfurth Hardware Co. 





All That Can Be Desired 


Quesec, CANADA—HARDWARE AGE 
“Directory Number” duly came to hand 
and is highly appreciated. We find it 
to be all that can be desired and that 
it will be of great service to us. 

H. Lacuane, Asst. Mgr., 
The Chinic Hardware Co. 





More Useful Than Others 


MipptEtown, N. Y.—We have re- 
ceived our copy of “Who Makes It.” 
We find this “small” directory more 
useful than directories we have paid 
$10.00 for. 

Here is hoping we can depend upon 
receiving each issue. 

Harotp S. Ciose, Vice-Pres. 
Ayres & Galloway Hardware Co., Inc. 


Trade Bible 


CoLtorapo Sprincs, CoLto.—It’s our 
trade bible; don’t know how we could 
get along without it. 

J. R. Lowe tt, 
Lowell-Meservey Hardware Co. 


Handy 


Uva.pE, Tex.—We acknowledge the 
directory “Who Makes It,” issued by 
Harpware AcE dated September 27, 
1934, 

This directory was received promptly 
and was very greatly appreciated by 
us. It certainly comes in handy and 
we trust that you will continue to issue 
annually. We have no special recom- 
mendation to make at this time in con- 
nection with the future issue. 

F. J. Horner, 


Horners’ 


Wonderful 


Marouette, Micu.—A_ wonderful 
piece of work. 


Kelly Hardware Company. 


HARDWARE AGE 








PR JRL PR JR PKI PRD LTS DNS OO 











- « « Ohe New « « -» A 
CLOSED SOCKET SHANK S 













vise 
with Rolled Shoulder and Shock Band 
— CLOSED This tends to stiffen the JED EDGE 
ibly SOCKET blade and prevents accumu- J 
wa lation of dirt in the hollow. eo 
Vho ROLLED Not om | serves as conveni- BALDWIN 
SHOULDER ent and comfortable step, 
but gives an added strength Pp 
Co. to the blade on each side of the socket. The WO 
socket is tapered and curved at the lower SS 
end to properly distribute the strain normally RONCO 
1 occurring at the point of shoveling pressure. : an 
: This Patented feature in- WONOw 
AGE SHOCK BAND This Patented feature in 
creases the handle strength | 
iit about 21%. 2, 
that The handle is inserted to the 
MAIGAS full length of the socket. A 
. straight handle can be used for replacement. 
Co. HEAT Socket, Shank and Blade 
TREATED are forged from one piece 
of high carbon quality steel, 
"s and heat treated by automatic furnaces 


electrically controlled, producing a uniform 


.s — Ames Baldwin Wyoming Co. quality. This applies to all grades excepting 


It.” | 7 4 . Th 
/ Grade"C". 

ore Parkersburg, W. Va. North Easton, Mass. 
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—are three of the many new, attractive boxes that 
will carry the improved line of Cleveland Tack 
Works Products. These boxes are the “Flat’’ style 
—colorful—artistic—and convenient. They are 
packed in modern Display Cartons, one dozen boxes 
to the carton. End opening boxes furnished if de- 
sired. Write for complete information. 























WHY NOT THE BEST? 





Ohe 
CLEVELAND TACK WORKS 


DIVISION OF 


THE 
BISHOP & BABCOCK 
SALES CO. 


CLEVELAND, OHIO 
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How’s the Hardware Business ? 


(Continued from page 71) 


New price lists on spring lock 
washers were issued January lst by 
American Nut and Bolt Fastener Co., 
Pittsburgh. Only a few minor list 
price adjustments were made, and on 
sizes not usually of interest to the hard- 
ware trade. Discounts were confirmed 
at the same basis as established in 
July, 1933. 


* + * 


Business in the copper and brass 
industry showed marked improvement 
in volume during 1934, having regis- 
tered an increase of more than 10 per 
cent over that of 1933, according to the 
secretary of the Copper & Brass Re- 
search Association. During the Christ- 
mas holidays manufacturers of gift- 
ware articles and cooking utensils, 
made of these materials, enjoyed the 
largest volume of sales since the “boom 
days.” Some of these manufacturers 
operated their plants day and night 
for many weeks prior to the holidays 
to meet requirements. Increased sales 
of copper and brass for the automobile, 
building, electrical and other indus- 
tries are anticipated during 1935. 

* * * 


The hardware trade has entered 
1935 encouraged by decided indications 
of the better buying mood, and the im- 
proved buying ability of the people. 
Manufacturers are reporting generally 
larger orders, due to the reduced inven- 
tories of their wholesalers, and the 
unusual rate of January ordering by 
retailers is evidence that their stocks 
have become severely depleted. While 
trade during the past week or two has 
not kept the stores particularly busy, 
this is felt to be a natural and season- 
able situation always common to early 
January. The weather, the post-holi- 
day lull, and, in some places, the new 
sales taxes, are variously mentioned as 


| affecting consumer buying for the mo- 


ment. Business in 1935 will probably 
not be any easier to obtain than last 
year, and to reach the necessary vol- 
ume will demand the utmost in mer- 
chandising and advertising skill. Com- 
petition promises, if anything, to be 
keener than in 1934. 
* * * 


A significant sign is that de- 
mands upon hardware distributors in 
recent weeks have been based on the 
enlarged needs of consumers, whereas 
in December, 1933, purchases were 
somewhat speculative—influenced by 
prospective price changes then im- 
pending. At this time, while prices, 
after their erratic movements last year, 
are again headed upward, industry in 
general believes that there need be lit- 


| tle fear of any sharp rise, which might 


develop consumer resentment or check 
the flow of business. During 1934. 
business men for the first time began. 
apparently, to understand the neces- 
sity for holding prices within the reach 
of the public’s purse. This is one 
reason why industrialists are so op- 
posed to inflation, the thirty-hour week 
or other arbitrary moves which might 
again throw the price level out of line, 
with such disastrous effect as the re- 
action following the upshoot of prices 
in 1933. 


* *& 


In fields other than hardware, 
there is prevalent confidence of con- 
tinuing moderate betterment. Small 
manufacturing plants are increasing 
their schedules even more noticeably 
than the major producers. Employ- 
ment is not being reduced, and exten- 
sive plans are being formulated to re- 
duce relief rolls by various forms of 
labor. Salesmen for all sorts of con- 
sumer or personal goods and for 
household furnishings report excellent 
sales, and automobile business seems 
surprisingly well maintained, with fur- 
ther increase indicated. The agricul- 
tural situation is improving almost 
daily, and farm prices hold at profit- 
able levels. Credit is becoming more 
easily available and at cheaper rates of 
interest. The real estate situation is 
a little better, and is expected to im- 
prove more sharply, favorably affect- 
ing the building industry. In brief, 
throughout nearly all sections, there is 
a distinct feeling of optimism backed 
by actual steady improvement in a ma- 
jority of lines. 

* * * 


For ten consecutive weeks the 
Dun & Bradstreet Business Activity 
Barometer has climbed upward stead- 
ily, and for the latest week scored the 
sharpest upturn in many years. From 
69.6 for the week preceding, it rose to 
74.5, or a gain of 7 per cent, which 
carries it beyond the midsummer peak 
to the highest level in three and a half 
years. The barometer now stands 13.2 
per cent above the corresponding posi- 
tion of 1933. 


* * <* 


Three distinct gains, during 
1934 toward permanent recovery, are 
pointed out in the January bulletin of 
the National City Bank of New York. 
The first was the improvement in price 
relationships, lessening the disparity 
that developed between the prices of 
finished goods and those of raw ma- 
terials. Among the latter, farm prod- 
ucts are most important, in view of the 
extent of the farm market. Since last 
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Our National Advertising 
is Read by Thousands of 


Prospects fn y our Neighborhood 
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DRIVER Power Tools are advertised consistently in these publi- 
cations for your benefit. This brings customers into your store. 
Customers that buy Driver Power Tools and the many necessary 
additional accessories—besides giving you the opportunity to 
make additional sales on other items. 

It’s the quick turnover and the very generous margin of profit 
that make Driver such a popular line to sell. Besides it is a year 
“round”’ seller with a small investment tie up for you. 

Cash in now on these new Driver Power Tools. Take advantage 
of all the free dealer helps that Driver offers. 

Send for free handy brochure—‘Driver Advertising and Dealer 
Helps.”’ 


WALKER-TURNER CO., Inc. 


515 Berckman St. Plainfield, N. J. 








A New Counter Item 


To Hold Loose Chair Rungs 
Permanently Fast! 


HOLDEMS have been used successfully for sev- 
eral years by some 150 institutions to fasten loose 
chair rungs and table legs. They are now offered to 
the Hardware trade—wholesale and retail—pack- 
aged for general use, 30 HOLDEMS to a box, as- 
sorted sizes, to sell for 25 cts. 


HOLDEMS are patented metal tanged grips to be 
driven into the socket with a loose rung. Excellent 
also for loose handles on mops, mallets, some tools, 
and for dowels. They are a counter item that meets 
a need in every home, 
as well as for institu- 
tions and furniture re- 
pair men. 


Hotbem 


TRADE MARK 


| TEN LOOS' 
chasm 3 
- REG. ve PAT OFF 
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Packed in Counter Display 
cartons — 594"x5%4"x1%4” 
—12 boxes to a carton: $3, 
less 331/3% retail dis- 
count. 





A & F PropucTs MANUFACTURERS 
1 West 37TH St. New York, N. Y. 














**Never Lets Go” 


ALLIGATOR 


STEEL BELT LACING 


For belts of all kinds and sizes. 
Genuine ALLIGATOR STEEL 
BELT LACING is 

Q stocked by lead- 
ing jobbers and 
listed in their cat- 
alogs. Not sold 
by mail order 
companies under 
\ 58 its own or any 
other name. Spec- 

ify “Genuine Al- 
ligator Steel Belt 








GREAT 
STRENGTH 












































Lacing.” Order 
FLEXIBILITY through your 
PROTECTION OF 
BELT ENDS 
~ Sole Manufacturers 
FLEXIBLE STEEL LACING CO. 
4616 Lexington Street Chicago, Illinois 
SMOOTH ON a 
In England at 135 Finsbury Pavement, 
math ne a , shat London, E.C.2 
Accept No 





Substitutes —— 
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| YES,—this youngster is 


actually cutting Bermuda grass 


with Easy, Silent YARD-MAN 


With the handle cut down a bit, this tot 
actually cuts grass—demonstrating an ease of 
operation never before equaled in lawnmowers. 
The Silent Yard-Man attracts attention wher- 
ever demonstrated—the en- 
thusiastic letters from dealers 
prove that you, too, can sell 
more lawnmowers and make 
more profit if you carry Yard- 
Man mowers. Get full informa- 
tion now—ask for pamphlet HG. 


“YARD-MAN”, Inc., Jackson, Mich. 






Yard-Man Junior Model 


The sirien? 


YARD-MAN Lawnmower 
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SELLS ON 
SIGHT 
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Because it , 
ALWAYS LOOKS BRIGHT! 


Get More Skillet Sales. Liven up your 
kitchenware line with this very last word 
in skillets. 

EVEREDY STEEL SKILLETS are CHROMIUM 
PLATED for protection in cooking. Never 
need scouring. Save hours of kitchen drudg- 
ery—Easyon hands. ALWAYS LOOK BRIGHT. 
Last for years. Handle never gets hot. 


VERY LIBERAL MARK-UP— 
See this BIG TIME SALES MAKER...A 
“WHIRLWIND SELLER” Wherever Shownl 
Ask your jobber about EVEREDY SKILLETS 
and NEW 1935 EVEREDY DEAL More Than 
50% MARK-UP FOR YOU!...or write direct 
to the Everedy Co., Inc., Frederick, Md. 


EVEREDY 


CHROMIUM PLATED 


SKILLETS 


You Can’t 
Sell a Better 
Glass Cutter 
Than 024 


lt Isn’t Made 


Rep DEVIL 024 is 
the glass cutter that 
glaziers want. It is 
likewise the best 
cutter you can sell 
to the novice or oc- 
casional user, be- 
cause its precision 
wheel cuts well in 
inexperienced hands, 
and reduces risk of 
breakage. 
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LANDON P. SMITH, Inc 
IRVINGTON, N.J.,U SM. 


TERS = GLAZIERS POINTS + GLASS PLIERS 
Suny joave * WOOD SCRAPERS - LAWN SPRINKLERS 
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spring the spread has been closing rap- 
idly. On November 15th the ratio of 
farm prices received, to prices paid, 
was 81 per cent of the pre-war aver- 
age, against 69 per cent one year 
earlier. 

Another respect in which progress 
has been made during 1934 is in the 
restoration of the manufacturing indus- 
tries to an earnings basis. Qualified, 
of course, by many exceptions, the 
year’s operations will probably yield 
capital a small return. In 1933, manu- 
facturing industries barely broke even, 
and in 1932 and 1931 they operated 
at a loss. 

The third area in which 1934 devel- 
opments have been favorable for busi- 
ness recovery is in aspects of the finan- 
cial situation. There is no further con- 
cern for the safety of the banks, and 
the trend away from further monetary 
experimentation has been marked. 


= = ¢ 


Bank clearings in 1934 rose 
above the total of the previous year for 
the first time since 1929, with a gain of 
8.33 per cent over 1933. Total check 
clearings for the country in December 
made a gain of 21 per cent over the 
total for November, 1934, and of 12.6 
per cent over December, 1933. 


* & 


Business failures during 1934 
shrank to a fourteen-year record low, 
according to Dun & Bradstreet, Inc. 
The number of insolvencies dropped to 
12,185, with total indebtedness amount- 
ing to $264,000,000, compared with 20,- 
307 failures, with liabilities of nearly 
$503,000,000 in 1933. In 1932 failures 
totaled 31,822 and liabilities $928,000,- 
000—which was the “high” record. 


* * 


The rate of steel operations at 
the beginning of 1935—around 43.4 
per cent—is the highest average for 
the first week of any year since 1929, 
Dow Jones reports. The current figure 
is higher than the most optimistic pre- 
dictions heard in the steel industry sev- 
eral weeks ago. There is a confident 
feeling in the trade, and most authori- 
ties feel that further production gains 
are likely in the current quarter. It is 
notable that the heavy industry orders 
are increasing, with major companies 
coming into the market as buyers— 
chiefly in automobile, textile, machin- 
ery and farm equipment lines. In the 
opening week of 1933 the rate of steel 
production was only 15 per cent, in 
1932 it was 24 per cent, and in 1931, 
41 per cent. Weekly steel operations 
have been steadily gaining since the 
1934 low was touched on September 
3d, at 18.4 per cent of capacity. 


Iron Age reports that the largest 
users of steel during 1934, among the 
major industries, were the automotive 
group, which consumed 21 per cent of 
all steel produced in the U. S. last 
year; the construction industry, which 
used 131% per cent; the railroads, 104% 
per cent; container makers, 10 per cent, 
and agricultural implements and sup- 
plies, 744 per cent. 


* + 


A glance may be interesting, at 
the price comparison in the wholesale 
cost of some of the leading metals, 
other than steel—at the opening of 
1935—with the status a year ago. Tin 
started this year at $.5077 per pound, 
New York—last January $.5320. Elec- 
trolytic copper was 9 cents, against 
814 cents per lb. Pig lead $.0370 
against 4 cents, zinc $.0407 against 
$.0470, and virgin aluminum at 20% 
cents, against $.2330. Except for NRA 
controlled copper, the net trend of the 
past year has been downward, but with 
considerable steadiness now apparent. 


* * 


Freight carloading during all of 
1934 gained 5.4 per cent over the pre- 
vious year and 9.2 per cent above 1932. 
Loadings reached the impressive total 
of 30,785,594 cars. All classes of 
freight showed increases for the year, 
except grain and grain products, and 
less than carlot merchandise. Live 
stock showed a 21.1 per cent increase, 
the largest of any commodity, much of 
this due to the government’s movement 
of live stock in drought areas. 


® 2 © 


The more recent reports showed 
a rather heavy decline in traffic for the 
final week of 1934, although a down- 
turn is normal for the period. Load- 
ings for the week ended December 
29th totaled 425,120, a decrease of 29,- 
645 from the same 1933 period, but 
19,819 cars ahead of 1932. The set- 
back checked a steady upward move- 
ment which had continued for eight 
weeks, 

* * * 


Production of electricity for 
power and light, for the week ended 
December 29th, made a gain of 7.2 per 
cent over the corresponding 1933 pe- 
riod. The total for the week, because 
it included the Christmas holiday pe- 
riod, was somewhat below the record 
for the week previous—which set a 
record the best in more than four years. 
The Southern States and New England 
showed larger gains over a year ago 
than in the earlier week, largely be- 
cause many textile mills had shut down 
for a shorter period than last year. 
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Jobbers Stocks Are 
Complete NOW on 
EAGLE Oilers 


Guaranteed to pump any 
oil that will flow. No 
pump leathers to cause 
trouble. Welded steel 
spouts. Bodies of seam- 
less drawn steel double 
lock seamed to bottoms. 
Sizes for every re- 
quirement. They retail 
from 75 cents to $2.15 
each and return a sub- 
stantial profit. 


DISPLAY EAGLE OILERS 
IN YOUR WINDOWS AND ON 
YOUR COUNTERS. THEY SELL. 


Your jobber can supply you, or write us for list of 
jobbers carrying Eagle line in your territory. 


EAGLE MANUFACTURING CO., Wellsburg, W. Va. 














SUPERIOR 
BRAND 
HARDWARE 
CLOTH 


Copper-Bearing 
Le TTT alt Steel 
Hise Sasenn 2 
i a iH} Standard 
, Size Wires 


It costs no more 
for this quality 
product. 























At your jobber 


G. F. Wright 
Steel & Wire Co. 


WORCESTER, MASS. 


New York Atlanta 
Chicago Los Angeles 
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We're never satisfied until every detail 


is checked 











| frnne alignment in the threading of 
fittings is vitally important. And 
although we thread our fittings on the most 
modern threading machines — we pick 
threaded fittings at random from each 
machine and test them for alignment. 

The photo shows a Devlin “L” being 
checked for perfect alignment on a pre- 
cision alignment device. 


We are never satisfied until the last detail 
is checked. That is why Devlin Fittings 
check 100% with quality standards, 


THOMAS DEVLIN MANUFACTURING CO. 
BURLINGTON, N. J. 
Manufacturers of a complete line of Devlin Fittings and Fretz Nipples 
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Low PRICES | 





You can modernize today for a smaller outlay 
than any time during the past decade. Store 
fixtures made by Heller have class and a sales 
appeal that cannot be obtained elsewhere. 
INVESTIGATE while prices are low. Check, 
tear out, sign and mail this ad TODAY. 


[] Send Fixture Cata- [] Send folder on 
logue No. 351. tables. 


W. C. HELLER & CO. 
701 Bryant St. 20 Vesey St., Suite 406 
Montpelier, Ohio New York City 
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AMERICAN SPONGE & CHAMOIS CO., INC. 


809 Montgomery Street, San Francisco 


2000 YEAR OLD ARTICLE 
PROVES GREATEST 
HOUSEHOLD TIME-SAVER 





A dip and it’s wet—a squeeze 
and it’s dry. Holds just the right 
amount of moisture for every 
clean-up job. Offers 20,000,000 
married women the quickest way 
to get the dirty work done. 


Every home is a virgin market 
for this 2,000-year old item that 
is NEW to nine women out of 
ten. Send penny post card for 
full color circular 32 showing 
amazing new display that sells 
Anna Sponge on sight. Don't for- 
get to give vour jobber’s name. 


47 ANN STREET, NEW YORK 


Onna 2 SpE 


A MERMAID PRODUCT 





THE NEW PREMAX 


LAWN SPRINKLER 


at | Ss 
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in Design! 


You have something en- 
tirely different to sell 
in the Premax. Floating 
Head! No Friction! No 
Excessive Leakage! Large 
or small area with ONE 
sprinkler! Modernistic! 
Practical! Pleasingly new 
in appearance! Won't dig! 
Operates on ANY pres- 
sure! 


Get sample or stock from 
your jobber, or write us 
direct for Bulletin AWS35 
and prices. 


PREMAX SALES D 





} 
| 
| 
| 


The Bell Telephone system esti- 


| mated a gain of 300,000 telephones in 


1934, the first increase since 1930. The 
record high for telephone connections 
was 15,800,000, reached in the early 
summer of 1930, and the low was 13.- 
130,000, reached in the late summer of 
1933. Sales of the Western Electric 
Company for 1934 are estimated to be 
about $90,000,000 compared with $69.- 
500,000 in 1933. 


* * * 


Sales of F. W. Woolworth Co. 
in December were the highest for that 
month since 1931, totaling $39,565,776, 
or 6.9 per cent above December, 1933. 
In November sales made a gain of 6.3 
per cent over November, 1933. For 
the year ended December 3lst Wool- 
worth’s total was $270,679,683, com- 
pared with $250.512.407 in the corre- 
sponding period of 1933, an increase 
of 8 per cent. 


Sales of S. S. Kresge Company 
for December totaled $21,212,908, or 
71% per cent over December, 1933. For 
the year ended December 31st, sales 
amounted to $137,426,906, an increase 
of 9.3 per cent over a year ago. The 
company had 731 stores in operation 
at the close of 1934, as against 720 the 
year previous. 


* * * 


Sales of Montgomery Ward & 
Co. in December reached $34,683,742, 
a total not exceeded in any other 
month in the history of the company. 


| The total was 39.55 per cent over the 


period of 1933, and 
passed the previous high record, in 
December, 1929, by $130,944. Decem- 
ber’s business brought Ward’s total for 
the first eleven months of their current 
fiscal year to $243,994,391, as against 


corresponding 


| $182,632,349 in the like period of 1933, 








an increase of 39.6 per cent. This 
showing already assures the company 
of the second largest annual business 
in its history. The total will probably 
come very close to its all-time high of 
$267,325,503, reported for the calendar 
year 1929, 


* * * 


Ace Stores, Chicago, an organi- 
zation of independently owned _hard- 
ware stores, has paid a cash dividend 
of 6 per cent to stores that were affili- 
ated with the organization during all 
of 1934: Sales increases, among such 
stores, averaged 23.5 per cent over 
1933, and when stores which became 
affiliated during 1934 are considered, 
the gain in sales volume averaged more 
than 35 per cent above the preceding 
year. A comprehensive program, 
adopted for this year, is expected to 





materially increase uniform advertising 
and merchandising activities in indi- 
vidual stores. 

* & & 


Household washer factory ship- 
ments in November totaled 76,206, an 
increase of 8 per cent over 70,118 in 
the corresponding month of the pre- 
ceding year. According to J. R. Boh- 
nen, secretary of the American Wash- 
ing Machine Manufacturers’ Associa- 
tion, this brings the eleven-month total 
to 1,164,921, and reveals that 1934 
shipments have exceeded the industry’s 
previous high total of 1,200,000. Lroner 
shipments for 1934 were estimated to 
have totaled 110,000, as compared with 
69,991 in 1933. 


* * * 


The Pittsburgh Plate Glass Co. 
on December 3d declared a dividend of 
40 cents per share, for payment Jan- 
uary 2d to stockholders of record on 
December 10th. Four quarterly divi- 
dends, totaling $1.30 per share, were 
paid by the company during 1934. 
H. S. Wherrett, president, in a state- 
ment accompanying the dividend an- 
nouncement, said that the outlook for 
the first quarter of 1935 is moderately 
encouraging. 

* * * 


For the first time since 1929 the 
annual flash report of the Controllers’ 
Congress of the National Retail Dry 
Goods Association shows a change in 
the trend of department and dry goods 
store sales. The dollar volume of sales 
for 1934 is indicated as 14.7 per cent 
above the 1933 volume. For each suc- 
cessive year since 1929, similar reports 
have revealed decreases for the country 


as a whole, save in the present in- 


stance. In comparison with the 1929 
peak, sales volume in 1934 had de- 


clined 32 per cent, although it was only 
25 per cent lower than in 1925, which 
is considered an “average” year. 


* * * 


Crosley refrigerator production 
in 1934 was the largest in the com- 
pany’s history, and its production of 
radios the greatest since 1928, the rec- 
ord year in radio. The refrigerator 
manufacturing capacity of the Crosley 
plant in Cincinnati has recently been 
doubled, and now it can produce 2,000 
units per day. A force of about 3,000 
workers is currently employed at the 


plant. 
* * * 


The Better Housing Program of 
the FHA has passed the $200,000,000 
mark in the value of modernization 
and repair work created by the pro- 
gram. More than $30,000,000 has been 
loaned by private concerns for mod- 
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EVANSVILLE 


GOOD SERVICE TOOLS 





EVANSVILLE ALLOY-AXES 


— 





MADE IN ALL POPULAR 
PATTERNS AND SIZES 


ASK YOUR JOBBER 


THE EVANSVILLE TOOL WORKS, Inc. 
EVANSVILLE, IND. 











ARMS?RONG 


Drop Forged WRENCHES 






New Designs 
Stronger Steel 


Each is a perfect wrench made 
in new designs with narrow jaws 
and long bodies, designs not found in 
other carbon wrenches. 


superior to all others. 


sizes 





world over. 


tected. Sales helps furnished 
free. Write for catalog. 


Armstrong Bros. Tool Co. 
“The Tool Holder People” 
314 N. Francisco Avenue 
CHICAGO, U. S. A. 
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ARMSTRONG 
WRENCHES are now made of a new 
stronger steel that makes them 


They come in 50 types, in all 
singly, on display 
boards, or in matched sets. 
They are consistently adver- 
tised today, are known to the 
buyers of quality tools the 


Prices and profits are pro- 





ernization projects. The program 
started five months ago, and it is esti- 
mated that a total of $211,847,655 
worth of repairs and modernization has 
been stimulated by the campaign. This 
figure reflects an increase of $13,854,- 
771 for the week ended January 5th 
over the preceding week’s estimate. 
Much of this amount represents cash 
work, as the total amount of loans re- 
ported to January 5th was $31,526,547. 
Loans to the date named numbered 
75,113. Loans are now available from 
11,997 financial institutions, and 4,953 
community campaigns are either organ- 
ized, or are about to be formed. 


- @€¢ ¢ 


Wholesale trade in the United 
States during 1933 totaled $30,482,281,- 
000, according to an estimate by the 
Bureau of the Census. This represents 
a decline of 55.9 per cent from the 
$69,056,604,000 figure recorded in the 
boom year 1929. The Bureau also esti- 
mated the number of full and part time 
employees in the wholesale industry in 
1933 at 1,179,358, as compared with 
1,605,042 in 1929, reflecting a decline 
of 26.5 per cent. Salaries and wages 
were estimated at $1,645,539,000, as 
against $3,010,130,000 in 1929, a drop 
of 45.3 per cent. 


* + ** 


A slight decline in the cost of 
living during November marked the 
second month in which there was a 
down trend, according to the National 
Industrial Conference Board, whose 
index stood on November 30th at 80.8 
compared with 80.9 at the end of Octo- 
ber and 77.8 in November last year. 
Retail prices, as measured by the Fair- 
child index, showed no fluctuation in 
November. At current levels, retail 
prices are 0.7 per cent under Decem- 
ber Ist, last year, and 2.9 per cent 
below the 1834 high. Compared with 
the depression low, this index shows a 
gain of 25.9 per cent. Wholesale com- 
modity prices, reported by the labor 
department, remained unchanged at 
76.7 per cent of their 1926 average dur- 
ing the week ended December 15th. 
This average compared with 70.8 per 
cent in the corresponding week last 
year and 63.0 per cent in the corre- 
sponding week of 1932. 


* + 


All price-fixing provisions of the 
lumber products code .were suspended 
December 22d by the National Indus- 
trial Recovery Board, a step in line with 
the. declared policy of the board, to 
end price-fixing as a recovery policy as 
soon as possible. Production control 
features were continued in full force, 
however. Minimum price schedules of 
the lumber code became effective No- 





vember 10th, 1933. The government 
lost a number of test cases, specially 
in southern courts, based on the al- 
leged unconstitutionality of the price- 
fixing provisions. Among lumber men, 
the retailers more than any other 
branch of the industry appeared to 
favor price control. The board, in de- 
ciding to do away with the price-fixing 
regulations, decided that the interests 
who wanted them abolished repre- 
sented a larger portion of the industry 
than did their opponents. A series of 
open hearings on the general question 
of price regulation of codes in other 
industries began on January 9th. 


* + 


To meet anticipated sales de- 
mand for 500,000 refrigerating and air- 
conditioning units in 1935, Frigidaire 
Corporation has spent $1,600,000 in 
retooling its two plants and in instal- 
ling new machinery. While 1934 has 
been the record-breaking year of this 
industry, other and better records are 
expected to be set in the new year. 


* + 


The department of agriculture 
predicts improved farm conditions for 
1935. Increased export demand for 
American farm products is expected, 
and the nation probably will not be 
burdened with any large surpluses. 
The department’s crop reporting board 
forecast a third successive small wheat 
crop next year, but said there was 
small danger of a shortage. The 1935 
crop may be slightly larger than this 
year. Preliminary estimates indicate a 
total farm cash income for the current 
year of $6,600,000,000, including bene- 
fit payments and emergency cattle pur- 
chases. This is an increase of 22 per 
cent over the preceding year’s farm 
income. Underlying this gain is a sub- 
stantial improvement in farm prices, 
which in September regained pre-war 
levels for the first time since 1930; the 
low point, 65 per cent of the 1909-14 
average, having been reached in 1932. 
Increased prices were more than suf- 
ficient to offset reduced crop pro- 


duction. 
* * * 


A decline of 86,000 workers on 
industrial pay rolls from October to 
November was reported by the Secre- 
tary of Labor. Pay rolls fell off $3,915,- 
000. November, however, nearly always 
shows a decline. Despite a 9 per cent 
increase in employment in manufac- 
ture of agricultural implements, and 
despite gains in wholesale and retail 
trade, in anthracite and bituminous 
coal mining, and in employment in 
banks, the totals went to the level of 
July, 1931. In October the level cor- 
responded to that of March, 1931. 
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Antique Bronze 
Brass - - - Copper 














Stainless Steel 
Special Alloys 
Aluminum 





Higher Quality Merchandise 
at No Higher Price 


Ask Your Jobber 


HANOVER WIRE CLOTH CoO. 


Hanover Pennsylvania 














There’s No Closed 
Season for Gun 
Cleaning ...Sell 


HOPPE’S 
No. 9 
NOW !? 


Sell it to cold-weather hunters. Sell it to 
indoor target shooters. And sell it espe- 
cially for guns lately in hard use. Winter 
is the great re-conditioning season for firearms, and you 
do your customers a real service every time you recom- 
mend the removal of bore leading or metal fouling—and 
the prevention of rust—with reliable Hoppe’s No. 9... . 
Your gun owners need, too— 


HOPPE’S Lubricating OIL 


famous for keeping gun actions fast and smooth-working. 
The pure, light oil that won’t gum. An all-year seller 
for all household and office lubricating purposes—guns, 
reels, bicycles, sewing machines, sweepers, clocks, type- 
writers, door hinges, chair rollers. Stops squeaks. Checks 
wear. Prevents rust. Fine for cleaning and polishing. 

Your Jobber can supply you promptly. Order winter stock 
of Hoppe’s No. 9 and Hoppe’s Lubricating Oil TODAY. 


FREE GUN CLEANING GUIDES 


Write us for a supply to hand or mail to your customers. 


FRANK A. HOPPE, Ine. 

2314-A N. 8th St., Philadelphia, Pa. 
NEW YORK LOS ANGELES 
Ed. S. Simon Co., Inc., 302 Bway. H. L. Bowlds, 108 W. 2nd St. 














— yee 
..e» HAVE YOU HEARD she one 
about the traveling salesman? 


Hewentto bed atthe William 
Penn and slept twenty years! 
Well, maybe that is a little 
exaggerated. But anyway, 
the beds at Pittsburgh’s 
number one hotel are so 
comfortable you don’t ever 
want to get up. The food in 
the four famous restaurants 
is equally exceptional, and 
the prices reasonable. Quiet, 
well-furnished rooms, $3.50 
single; $5.00 double, all 
with bath. 





1600 ROOMS . 1600 BATHS 


HOTEL WILLIAM PENN 


PITTSBURGH, PENNA. 
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HOLLAND 
20m 


HOLLAND MFG. COMPANY 


BALTIMORE, MARYLAND. 
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THE PECK, STOW & WILCOX CO 


SOUTHINGTON, CONNECTICUT 


OUR PLATFORM: 
In our 2nd CENTURY of 


experienced manufacturing; and 
our POLICY places your Jobber 
in position to have you own our 


tools at prices which enable you 


to SELL. 


ASK YOUR JOBBER 








| “IT'S THE HANDIEST 
SOLDER 
YOU EVER SAW” 


The book HOW TO SOLDER 
with each package shows 


how. Solders all c 
metals except alumi- 1 
WD ccdwccwevccceces 


n 
THE M. W. eenves 0. 
Providence, R. I., A. 


N OKORCDE SZ 

















STEEL MORTAR HODS 


No dripping onto 
the user’s back. 






Made entirely of 
steel with wooden 
shoulder saddle 
and handle, 
Edges are heavily 


26”x12” reinforced. The 


Ne. (58 x 11%” fork is pressed 
Mortar deep from heavy gauge 
steel. 
Write for prices. 


The Clevetan Wire Spring Co. 
e _ 8th St. and Hamilton Ave. 


REMEMBER! 








THE IRWIN AUGER BIT CO. 











How I Decreased My Business 


(Continued from page 51) 


another story—or rather the end of 
this one. 

4. Which brings us to prices. 
Keep them guessing. One day we 
used to sell stepladders for 79 cents, 
and another day the same thing 
would be $1.39, to be succeeded on 
the following day by a price of $1.09. 
A customer comes in and asks for 
one. We sell it to him for the high- 
est price, even though it may be on 
sale. What he doesn’t know won't 
bother him, and the price tag always 
bears the highest price. What the 
customer doesn’t know won’t bother 
us, either. After all, business is bus- 
iness, even if it’s monkey business 
when decreasing one’s business 100 
per cent. 


Fool the Women 


5. Now women are slow witted re- 
garding hardware items. They were 
all created equal—ly dumb. I know, 
the average housewife is supposed to 
be able any hour on the hour to act 
as cook, mother, child- psychologist, 


| man-psychologist, seamstress, _ in- 
| terior decorator, laundress, doctor, 
nurse, economist, bookkeeper, ac- 


countant, philosopher, judge, confi- 
dante, consoler, aggressor, protector. 
She must know the whereabouts of 


hundreds of home items ranging 
from Father’s last year’s fishing 


tackle to the green tacks they used 
in 1926 to fix Aunt Mary’s picture; 
from the vase Cousin Annie gave her 
for her wedding, to Dad’s photo in 
his first long breeches taken at the 
Sunday school picnie in ’01. 


And Ignore ’Em 


Never mind, if you want to de- 
crease your business 100 per cent, 
ignore the ladies. When they ask 
you why you can sell some wash 
boards for 44 cents while others are 
97 cents, beware. They’re only try- 
ing to get information. It will pay 
you to evade the question and sell 
them the article on which you get 
the greater profit. And when they 
persist in knowing whether or not 
the paint on the one-burner electric 
stoves will blister, reply: 

“Well, that depends on how you 
use it.” 

Keep that answer for dissatisfied 
customers who complain of how 


goods stand up under wear. First 
thing you know they’ll be admitting 
to you that they should have been 
more careful with it. Supposing a 
lady comes in complaining about the 
enamel chipping off the pan she 
bought. Ask her if she first heated 
it slowly on the stove before using 
it. If she says no, tell her should 
have and it is now too late. If she 
says she did, tell her she shouldn’t 
have. 


A la Mining Town 


Other little details about putting 
your business on the rocks as quickly 
as possible, just as I did: when new 
shipments of goods come in, don’t 
bother to unpack them, just sell them 
right out of the torn open box or 
crate on the sales floor; keep the 
store interior looking as much like 
a cross-section of the city dumps as 
possible; use a hit-and-miss filing 
system for merchandise so that it 
will take you an hour to find what 
you're looking for; pack the aisles 
with half-opened crates; don’t change 
the show window more than once a 
year, never wash the glass, and let 
the cat snooze in it all day long, 
particularly among the dishes; if 
you sell loose turpentine, always use 
a dirty empty can; cultivate a “bar- 
gain table” of everything that you'll 
never be able to sell; never dust it 
off or change it in any respect from 
month to month, until the stuff rusts 
away on its legs. 


*% * % 


Now for the end of this instruc- 
tive account on how I decreased my 
business 100 per cent. The end—it 
wasn’t long in coming. I knew I 
was right about my methods the day 
the sheriff nailed the sign on the 
door. He was a broad-minded fellow 
and told me my creditors had ar- 
ranged a little stag party over at the 
lawyer’s office. The creditors turned 
out to be swell fellows. I was al- 
lowed to keep my pipe. 

Anyway, I don’t need much where 
[ am now—just a pair of knitting 
needles that I use to make doilies 
with for the county to sell to help 
pay my board. 

Thank goodness, tomorrow’s Sun- 
day. We get butter, you know. 
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USE THIS 
Special School Catalog 


Catalog No. 344A illustrates and describes 
the full line of Stanley and Stanley-Atha 
woodworking and metal working tools. 

The new School Index suggests the proper 





q for El tary, Junior High 
School, Senior High School and Vocational 
School Shops. 





You will find it most helpful for your own 
own use as well as to distribute to school 
instructors to assist them in making up their 
tool specifications. 


THE STANLEY RULE & LEVEL PLANT 
NEW BRITAIN, CONN. 


STANLEY TOOLS 

















Sell Stewart Fence 


Md 


y r Turn Inquiries into Orders 


Equip yourself with Stewart y= 
literature, prices and discounts (/- 
“—&S and be ready to convert that 
i next inquiry into a profitable 
~ order for Fence, Gates or Mis- 
cellaneous Iron and Wire Spe- 
cialties. Write for our dealers’ 
proposition today stating prod- 
ucts in which you are particu- 
larly interested. 


THE STEWART IRON 
WORKS COMPANY, INC. 
121 Stewart Block, Cincinnati, Ohio 





























— Business Is Opening Up! 











COBURN 


GARAGE DOOR HARDWARE 


@ Whether doors swing, slide, fold, 
or raise overhead, Coburn can fur- 
nish the most suitable hardware. 
Suggest Coburn hardware to your 
customers to overcome shoveling 
snow away from garage doors this 
winter. 





Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
HOLYOKE, MASS. 











Uaghony Especially for 
cu‘dsoce.  Waughan’s Safety-Roll Jr. 


CAN OPENER 


Over ten million have been sold and the demand 
for Safety-Roll Jr.—the world’s fastest selling can 
opener—increases daily. Display this popular item. 
Build new profits with this NATIONALLY AD- 
VERTISED seller. Vaughan’s Safety-Roll Jr. is 
the simplest, smallest, most durable can opener 
for the money. Can’t be beat for value and quick 
profits. 

A TEN-CENT seller. Send for prices on this 
Feature Leader. 


VAUGHAN NOVELTY MFG. COMPANY, Inc. 


World’s Largest Manufacturer of Can Openers 
3211-25 CARROLL AVE. CHICAGO, ILLINOIS, U.S. A. 














Pardon me for butting in: I’m looking 
for some additional lines to represent. 
Know where | can find any good 


ones? 











ESTEE’ ~— 


Certainly! You'll find many good 
accounts advertising under the 
heading of “Sales Representatives 
Wanted” in the Classified Sec- 
tion of HARDWARE AGE. Read 
the ads in every issue and you 
will be reasonably sure to find 
the kind of a line you want. 


























ILCO QUALITY PRODUCTS 


Padlocks, Night Latches, Door Closers, 
Key Blanks and Key Cutting Machines, 
bearing the ILCO trade mark, represent 
the finest in materials and workmanship. 
Look for full page announcement 
in an early issue of Hardware Age 


INDEPENDENT LOCK COMPANY 
Fitchburg, Mass., U. S. A. 


THE SYMBOL OF SUPREME LOCK PROTECTION 
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ACCO SWIVEL 
ROPE SNAPS 


FILL MANY USES 
PRICED RIGHT TO SELL 
ASK YOUR JOBBER 
A product of 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONN. 
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THE HANDY 
HOUSEHOLD 
PACKAGE 


of Gardiner Repair - All 
Solder (Acid Core) at 
at 18 CENTS —a price 
which quis you to meet 
chain store competition 
and still maintain a nor- 
mal ey 





Due modern produc 

tion “methods this high 
quality solder costs less 

than ordinary solders. 


Also 1, 5 and 20-1b. 
Spools 


Your jobber can supply you. 


GARDINER METAL CO. 


4821 So. Campbell Ave. Chicago, ti. 








We have discovered how to make 
inexpensive scales 
extremely accurate 


Way Rits 


Family Scales 


Special patented construc- 
tion. Swedish steel springs; }\ 
milled rack; ee pin- 
fon; interlocking 2-piece 
steel case, tos or light 


tise =. 4 Send for job- 

















WORK - KING 
GLOVES 


Quick 
Made by— 


LIVERMORE FALLS GLOVE CO. 


LIVERMORE FALLS MAINE 
Please order from your Jobber 














TKRUSTOFF 


Cleans and prevents 
rust on polished top 
enameled stoves . 
ovens ... furnaces . 
stove-pipes . . tools 
- machinery. 
Made and sold by the 
makers of Stovink. 
SOUNOOH'S, LABORATORY, 


Woreester, Mass. 








* is merely the transmission of 
* the intentions and purposes 
® of the management through 


® the staff to the customers 
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Are You Forcing Paint Customers 
to the Chain Stores? 


(Continued from page 44) 


already started. The sale of house- 
paint in the ten cent cans is lowest. 
Enamel sales are best because one 
cannot do much of a job with a ten 
cent can of paint (contents 1/20 of 
gallon) but on the other hand a 
small can of enamel will finish a 
kitchen chair, a toilet seat, window 
box and many other items. 

The sale of the small can is an 
excellent feeder for larger sizes. The 
writer, when selling this line, has 
always advocated the same label as 
on the gallon sizes. Then when a 
person buys a small can as a sample 
and returns for a gallon, to do a 
real job, your stock consists of the 
same quality as bought. Small cans 
also fill a long-felt want for “trim,” 
such as the arms of wicker chairs, 
striping, and for spindles and 
dowels. The small can sells to cus- 
tomers who cannot and will not buy 
a large can and, once the assortment 
is kept up, the sales volume is suf- 
ficient to be of interest. 


What Sells Best 


Some items sell better than others, 
of course, and for the dealer who 
has no experience a list is given be- 
low, also the size cans, all retailing 
at ten cents. 


Contents Goods 
1/20 Gal. House Paint 
1/20 Gal. Varnish Stain 
1/20 Gal. Spar Varnish 
1/20 Gal. Interior Varnish 
1/27 Gal. Four Hour Enamel 
1/20 Gal. Screen Enamel 
2 oz. Bottle Gold Paint 
2 oz. Bottle Silver: Paint 
2 oz. Bottle Shellac 
1/27 Gal. Auto Top Dressing 
1/27 Gal. Touch Up Black 
12 oz. Putty 
6 oz. Can Turpentine 
4 oz. Bot. Linseed Oil 


You will find a display in the win- 
dows will not take up much space, 
but.will serve to attract attention. 
Also, once you get a person into 
the store for this item, you can easily 
suggest others. That is why the 
average sale is not for only one ten 
cent can. It takes little salesmanship 
to impart information regarding the 
efficiency of varnish to refresh wood- 


work, putty to fill in holes and lin- - 


seed oil or turpentine as a thinner. 
Next to the ten cent numbers most 

dealers can sell the 25 cent cans 

which consist of the same items in 


larger size packages. For example, 
house paint is 1/8 gallons, Four 
Hour Enamel 1/10 gallons, but it 
is well to keep in mind that no mat- 
ter the size, the quantity is the same 
from all makers of these lines and 
when the cautious customer figures 
the quantity he gets for a dime he 
will find it is just 1/20 part of a 
gallon at the same price less the 
price of the cans. 

Another strong factor in the sale 
of small packages is that you reach 
out for a different class of buyers— 
the women folks. The men will go 
to a paint store but the average wo- 
man with a little job to be done will 
go to the chains unless you make it 
easy for her to buy from you by a 
display and a stock in the handy 
floor rack. 

Talking, recently, with the makers 
of one of the popular 10 and 25 cent 
line the writer inquired how it was 
profitable to supply a steel rack, 
which in his judgment must cost 
about $15. The reply was: “We 
find that once the small dealer dis- 
plays this rack our refills average 
about 16 a year.” This proves that 
if the hardware dealer puts his dig- 
nity in his pocket he will sell to a 
new class of customers goods to the 
amount of $600 a year. 

One more suggestion: It will not 
hurt the sale of your regular line 
of paint and enamels but it will help 
them, for, as stated before, your 
trade is of a different type than those 
who buy paint in larger cans. Thus 
the $600 is about 50 per cent found 
business which is not to be discarded 
these days when each $300 counts. 





Richards-Wilcox Catalog 
On “Over-Way” Doors 


Richards-Wilcox catalog A-75 shows sec- 
tional and one place Over-Way doors for 
garages. Illustrations show interior and 
exterior views, with units open, closed and 
partly open. Drawings show sections of 
parts of garage door units, together with 
specifications. [Electric operators for 
“Over-Way” doors are described and illus- 
trated. There is a detailed description of 
R-W No. 1099 sectional “Over-Way” door 
equipment, together with large illustra- 
tions. Richards-Wilcox Mfg. Co., Aurora, 
Ill. 
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BRUSHES 


mean more profit from your brush counter. 
Ask your jobber. 


THE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue Cleveland, Ohio 
S Sales Offices: New York-Detroit-Chicago-San Fr i a 



























A clean, 
hold-fast 
head. 


The Cold: Rollo 
aot NAIL, : 


finish, drives where 
you want it to go. 


Made in 
3 Quality 
Brand s— 
“North- 

western,” 
“Crown” and 

“Union” —in the 
modern plant of the 
oldest horsenail man- 
ufacturer — est. 1865. 


In all popular sizes, priced for your profit 
— jobber, retailer, blacksmith and user. 


Write for prices—order from your dealer. 


- perfect — 
8 easy to drive. garvATiOn ABoy, 





FOWLER & UNION HORSE NAIL cal 


1032 MILITARY ROAD, BUFFALO, N.Y. 








ACME 


Kitchen Utensils 


An unusually well made 
and attractively priced 
line of kitchen utensils. 
Contains many items re- 
tailing for 10 cents. Send 
for catalog and prices. 


Acme Metal Goods 
Mfg. Co. 
12 Orange St, Newark, N. J. 


“‘SURE-GRIP”’ 


GALVANIZED STEEL 


HOSE} CLAMPS 


GARDEN 
HYDRANT 


BEER 
FOR < SPRAY HOSE 

AIR 

STEAM 

SUCTION 


Send for Complete Price List 
Sold by Leading Distributors 


J. R. CLANCY, Inc. 


Syracuse N. Y. 














SS... eae err" 
DOOR LATCHES 
| | A \ \ } SCREEN HARDWARE 
STRAP AND TEE HINGES 





The items below are 

all big sellers: 

SLIDING DOOR HANOERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 


HALF SURFACE BUTTS 
MORTISE BUTTS 


TF patie all the specifications of ausamiensieens 
CUPBOARD TURNS 


exacting builders. Acomplete empire 
line; modern in design and built of SASH LIFTS 
the finest materials. . 
A catalog presenting the facts \eyen 
awaits your request. 











National Manufacturing Co. 
STERLING *. ILLINOIS 








It will be to Your Advantage 
3 to stock the Ruby Line be- 
a ._W cause you can then supply 
“| your trade with materials 

that insure perfect soldering. 


@ Soldering Flux 
@ Soldering Paste 
@ Acid Core Solder 
@ Rosin Core Solder 


Send for free sample 


THE RUBY CHEMICAL CO. 


58 McDowell St. Columbus, Ohio 























Complete Winter) iit NTs 
Air Conditioning) * CONTROL — AUTOMATIC HU- 


AIR CIRCULA- 
For Furnace or = Heated 


TION "Xu “FILTERING. 
Home 00 
Cost Home Ounen AL 


Installed 


Standardized Units take care of the 2-room 
Bungalow or the 10-room house, of all types 
of heating plants. Guaranteed the finest 
units built regardless of price—years ahead 
of other equipment. Can be bought and in- 
stalled one-unit-at-a-time. 





FREE New Catalog and Air Condition- 
ing Manual. Gives full informa- 
tion on latest Air Conditioning Equipment. 
Installation charts, ratings, — prices. 
You can sell from ‘this book. It is all you 
need to start. Write TODAY. 


Russell Electric Company, Mfrs. 
378 West Huron St., Chicago, U. S. A. 
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| WASHERS 


“The Most Complete Linein America” 
EVERY TYPE - EVERY MATERIAL - FOR EVERY PURPOSE 


Standard Washers Brass Washers 
S. A. E. Washers Carriage Washers 
Square Washers 


Cupped Finishing 
Rivet Burrs Washers 


Light Steel Washe 
cua as sl Malleable Iron Washers 


Machinery Bushings Fibre Washers 
And Every Other Known Type 


Wroucut WASHER MFG. CO. 


The World's Largest Producer of Washers 
MILWAUKEE EST. /887 WISCONSIN 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words... .$3.00 
Each additional word ........... .06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word ..........-. 06 


Allow Seven Words for Keyed Address. 
Boxed Display Rates 





Use this section to reach Hardware Manufacturers, Manufacturer’s Agents, 
Jobbers, Jobber’s Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 

ments 


— * — 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


_— e— 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your cossemniaiinn and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








i BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 


HELP WANTED 





OPPORTUNITY TO REDUCE YOUR IN- 
VENTORY. We are in the market for Job Lots, 
Seconds, Discontinued Items, Close-outs, etc., of 
Hardware, Mechanics’ Tools, Electric Appliances, 
Housefurnishings and Cutlery. Send samples and 
quote your prices for the lot. Address Charles 
Weiland, Inc., 149 Chambers St., New York City. 


FOR SALE—REAL OPPORTUNITY — 
HARDWARE store—twenty-five miles from New 
York City on south shore of Long Island, lo- 


cated on Main Street of town, near depot. Not 
interested in auctioneers or lot buyers. Address 
Box B-576, care of Harpware AGE, 239 W. 


39th St., New York City. 


SALES REPRESENTATIVES WANTED 


New Sales Expansion Program 


Old established and nationaliy kuuwn 
manufacturer of staple products re- 
quires services of outstanding and 
proven. producers in_ territories 
throughout the United States. 


Products sold to Hardware Jobbers, 
Shoe Manufacturers, and many miscel- 
laneous manufacturing trades. Ex- 
perience in one or more of our lines an 
asset. 


From these applicants there will be 
selected a limited number of Division 
Managers who must have the ability 
not only to sell, but to locate, train and 
manage salesmen in our various lines. 


Compensation, salary with commission 











incentive. Give complete details and 
past performance in first letter. All 
replies held strictly confidential. Re- 


ply Box B-586, care Hardware Age, 
239 W. 39th St., New York City. 














WANTED—SALESMAN CALLING ON DE. 
PARTMENT stores and resident buyers, to sell 
high grade lawn rakes. Liberal commission. State 
experience and lines now carried. Address Box 
B-584, care of HArpwAre AGE, 239 W. 39th St., 
New York City. 





ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill, 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
Toledo, Ohio. 





SALESMEN, NOW CALLING ON THE 
hardware and paint dealer trade in various terri- 
tories, wanted to sell established line of paint 
brushes. Leads furnished. Liberal commissions. 
Address Box B-568, care of Harpware AGE, 
239 W. 39th St., New York City. 


SALESMEN WANTED—OUR LINE OF 
sponges and chamois make a profitable side line 
to salesmen calling regularly on hardware stores, 


paint stores, garages, auto supply stores or drug 
stores State territory you cover with experi- 
ences and references. Address Gulf Specialty 
Sales, Inc., Dept. H, Syracuse, N. Y. 


WANTED:—SALESMEN WHO ARE CALL- 
ING on their trade regularly to sell our line of 
salesbooks, order books, atitographic registers and 
register forms and printed gum tape. We have 
a complete line. State territory you cover with 


your experience and references. Address Sy racuse 
Salesbook Company, Dept. H, Syracuse, New 
York. 


ATTRACTIVE PROPOSITION — SALES- 
MEN WANTED to sell new distinctive line of 
garden tools—widely advertised—to hardware and 
seed trade in E. Pennsylvania, New York (except 
metropolitan area), Maryland, Delaware, and 
District of Columbia. Commission basis. Un- 
questionable references. Detail lines now carried, 
ceemany covered, business experience. Address— 

Gardex, Inc., Michigan City, Indiana. 





OLD-ESTABLISHED MANUFACTURER OF 
TABLE cutlery has openings in Mid-Western, 
Southern, Southwestern and Pacific Coast terri- 
tories for Salesmen now calling on the hardware 
and department store trade with non-conflicting 
lines. Salesmen with cutlery experience preferred. 
Commission _ basis. State experience, territory 
covered and lines now carried. Address Box 
B-585, care of Harpware Ace, 239 W. 39 St., 
New York City. 


SALES ACCOUNTS WANTED 


MANUFACTURER’S _REPRESENTATIVE 
HAS THREE SALESMEN covering hardware 
and lumber trade in Ohio very thoroughly. Sell- 
ing two lines, can handle one additional quality 
line. Well known to trade. Address Box B-583, 
care of HArpwAre AGE, 239 W. 39th St., New 
York City. 











rg ty deen STORE MANAGER (3) FOR 
RETAIL hardware stores in the metropolitan dis- 
trict of New York City. Young, live wires with 
years of recent experience. $25.00 to $50.00 


weekly. Call immediately. Address—Associated 
Placement Bureau, 152 W. 42nd St., New York 
City. 





POSITIONS WANTED 





EXPORT MANAGER, 38, HAVING CON- 
NECTIONS in all parts of the world, will be 
available shortly to a manufacturing concern, in- 
terested in entering the foreign market. Condi- 
tions agreeable, without placing teo much of a 
burden on the process of experimentation. Ad- 
dress Box B-577, care of Harpware AcE, 239 W. 
39th St.. New York City. 


SALESMAN -— HARDWARE MAN WITH 
TWELVE years’ retail experience and all its 
branches, would like permanent position with re- 
liable retail or wholesale firm capable of manag- 
ing retail hardware business. Honest and con- 
scientious worker. Can furnish best of references. 
Salary secondary. Address Box B-582, care of 
HARDWARE AGE, 239 W. 39th St., New York City. 





ARE YOU MINDFUL OF INJECTING new 
blood into your hardware machine in nineteen 
thirty five? If so, would be pleased to get in 
touch with you. Am a young live wire hardware 
man and am desirous of locating a buying or 
selling job somewhere in Michigan, Indiana, Wis- 
consin or Ohio. Address Box B-580, care of 
— AGE, 239 W. 39th St., New York 

ity. 











MANUFACTURER’S SALES ORGANIZA- 
TION WITH PHILADELPHIA headquarters 
desires one or two good additional lines. Regu- 
larly and thoroughly soliciting the wholesale and 
retail trade in Pennsylvania, New Jersey, Mary- 


land, District of Columbia and Delaware. Will 
appreciate full information. Address Box B-581, 
care of HarpwareE AGE, 239 W. 39th St., New 


York City. 





SALES ACCOUNTS WANTED FOR TER- 
RITORY from NEW YORK tto Washington. 
D. C., including Baltimore, Philadelphia and 
Eastern Pennsylvania. Man with long experience 
in shelf, housefurnishing hardware, tools, mill 
supplies and sporting goods. Ready for two or 
three representative lines—capable of good volume. 
Starting new but well acquainted. Have good 
recognition and references. Address Box B-579, 
care of Harpware Ace, 239 W. 39th St., New 
York City. 





Hardware Personnel 
FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE RETAIL 


Our files contain applications of several 
hundred experienced and well-trained em- 
ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we can be of any help to you, just phone 


ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 
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POSITIONS WANTED 


- CLASSIFIED 





POSITIONS WANTED 


OPPORTUNITIES ° 





POSITIONS WANTED 





EXPERIENCED TRAVELING SPECIALTY 
SALESMAN WANTS to represent manufacturer 
to jobbers in hardware, auto, plumbing, mill sup- 
plies, railroads, or large industrials. Have trav- 
eled the U. S. and Canada. Successful in estab- 
lishing new accounts. Active, honest, clean cut, 
good personality. Highest reference and twenty 
years good, varied selling and advertising experi- 
ence. Address Box B-573, care of HARDWARE 
AGE, 239 W. 39th St., New York City. 





POSITION WANTED BY MAN OF 24 
years’ experience in all departments of wholesale 
hardware distributing business. Thoroughly trained 
in buying, sales management and promotion. Has 
had full responsibility and capable of general 
management. Favorably known by principal manu- 
facturers and distributors. Services immediately 
available end recommendations from present em- 
ployer. Address Box B-578, care of HARDWARE 
AGE, 239 W. 39th St., New York City. 





SALESMAN DESIRES TERRITORY. Five 
years as buyer for wholesale hardware house; also 
nine years’ traveling experience with two Jeading 
arms and ammunition companies, contacting the 
jobber and dealer trade. New York and Penn- 
sylvania territory preferred. Married. Age 34— 
good appearance and excellent health. Address 
Box B-559, care of HARDWARE AGE, 239 W. 39th 
St., New York City. 
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OFAIN NWizarp SuNior 
TAPE-RULE 


Its popular price and imme- 
diate appeal make it another 
“Best Seller.” Blade %” 
wide, 72” long, graduated to 
16ths, is manually operated in 
a case only 17%” in diameter. 


THE [UFKIN foULe C2. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 








No. 1686 — 72” 
Wizard Junior 
75 Cents Each 





S SHIELD BRAND DRILL SETS 


Packed in a neat leatherette 
case. No delay or confusion 
in hunting for the correct size 
drill. 


A QUICK SELLER 


S Tae STANDARD TOOL (0 e 


New York CLEVELAND Chicago 

















Bommer 
Checking Floor Hinges 


Suitable for 
all sizes and 
. kinds of 
doors, metal 
or wood 








Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 

















MOLDED RUBBER GOODS 
7&8 .gef? 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 


facture most anything for your special re- 
quirements. Catalogue No. 50 on request. + 
ELASTIC TIP COMPANY 


370 Atlantic Ave., Boston, Mass. 


Cm may F 


























store you are looking for. 





Looking for a Hardware Store? 


Tue place to find it is under the heading of Business Opportuni- 
ties in the Classified Opportunities Section of this paper. 


By watching the for-sale ads you'll be reasonably sure to secure a good pay- 
ing business at a fair price or, better still, let the trade know the kind of a 


HARDWARE AGE 239 West 39th St., New York City 





Classified Opportunities Dept. 
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Raller Skate News 


HUSTLER 
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Published by HUSTLER CORPORATION, 


STERLING, 


ILLINOIS ... 





NEW SKATE OFFERS UP 10 
2 TIMES GREATER MILEAGE 








LONGER LIFE 
WINS PRAISE 
OF PARENTS 


KIDS RAVE — SPREAD 
THE NEWS LIKE 
WILDFIRE 





An important advantage of- 
fered by the new Hustler “500 
Mile’ Roller Skate is its appeal 
to both parents and children— 


tested by obtaining their reac- 
tions. The following comments 
are typical: 

“At last—a skate that I can 


buy and forget. My 4 boys have 
been driving me wild, 
keep 


trying to 
their old skates repaired. 
You can count 
on me for four | 
pairs right now. 
I'll bet most fath- 
ers will welcome 
your ‘500 Miler’ 
as enthusiastically 
as I do,’’ comments 
Art Naleid of Ra- 
cine, Wisconsin. 
Just as he predicts, 
every parent 





Art Naleid 

Racine, Wis. is strong for the 

extra mileage of | 

the new Hustler “500 Mile’’ Roll- | 
er Skate. 

Alvin Lundgren, probably the | 
toughest guy on skates in Rock- 
ford, Illinois, is just as excited 
about the new Hustler Skate as 





his dad. He says, “Boy, are they 
classy and fast. I’m glad some- 
body thought of 

a way to make 

skates last longer 

too. I have a 

number of friends 

who have paper 

routes end they 

are always replac- 

ing wheels. The 

wheels don’t stay 

on once they’ ree 

changed, either. I 

know my gang Al Lundgren 
will go for this Rockford, Ill. 


Hustler § Skate.” 








NEW “500 MILE” ROLLER SKATE 














| SENSATION—Everywhere it is shown, the Hustler “500 Mile” 

Skate is acclaimed by Dealers, parents and children as embody- 
| ing the most fundamental improvement in skate design and con- 
| struction in years. Predictions are that it will be a big seller. 


in- | 
terviewed to date | 





WIDER ADJUSTMENT 
FEATURE SOLVES 
SIZE PROBLEM 





A new, longer adjustment is 
featured in the Hustler “500 
Mile” Roller Skate. Extension 
from 6% inches to 11% inches 


is avovided. Thus the skates can 
be fitted properly to the feet of 


| a four or five-year-old beginner 





as well as the grown adult. The 
bothersome “size problem” is 
forever solved. 








HUSTLER CORP. TO HELP 
DEALERS GET VOLUME 


With a combination order of 


a quantity of “500 Mile” and 
other skate numbers, the Hust- 
ler Corporation is offering an 
attractive display stand. The 
stand takes very little room to 
exhibit 6 pairs of skates and 


does so in a manner that catches 
the eye. Each skate can be lifted 
off for examination. 

4 attention-zetting window 
Streamers are furnished with 


the initial order of Hustler “500 
Mile’ Skates to aid in creating 
a sales-building window display. 

In addition, an attractive fold- 
er describing this and other 
Hustler Skates can be supplied 
in quantities, imprinted, for 
Dealer distribution. 

Advertising in well known 
children’s 
prospects into dealer’s stores to 
see and buy Hustler skates. 





publications will bring | 


DEALERS SEE 
BIGGER PROFIT 
POSSIBILITIES 


PLAN TO TIE-UP WITH 
HUSTLER MAGAZINE 
ADVERTISING 
ee Enthusiasm ”’ 
hardly describes 


the reaction of 
| dealers who have 





Hustler ‘500 Mile’”’ 


are the comments 
of several: 


thing 
ever hit the skate 
business,”” says Bert Schutman 
of Schutman Hardware, Chicago, 
Illinois. “I want to be the first 
to introduce the ‘500 Mile’ skate 
in this neighborhood. I'll put in 
a complete assortment of all the 
Hustler numbers—I want that 
display stand you are offering. 
I’m going to start off with a 
knock-out window display.” 
“We sell a lot of skates in a 
year,” says the manager of one 
of the largest hardware stores 
in the middle west. “‘But I have 
a hunch that we'll break all rec- 
ords with this new Hustler ‘500 
Mile’ skate. We go strong for 
items that we can display and 
merchandise and this skate of- 
fers plenty of opportunity for 
that. Let us know when the ads 
run in the boys’ magazines so 


Chicago, Ill. 


| we can tie-up with them.” 





| Ee 


had an opportuni- | 
ty to view the new | 


Roller Skate. Here | 
“It looks to me | | 


Bert Schutmanio be the biggest | 
that has/i 








HARDENED ROLLER 
IS BIGGEST SELLING 





FEATURE IN HISTORY 


BULLETIN 


A gruelling 10-day cement sidewalk test of the new Hustler “hard 


temper roller’ skate 


has been completed. 
skaters whose weight averaged over 143 Ibs. 


Alternately worn by 
(far in excess of a 


child’s weight) the skates stood up through more than 500 miles 


of torture and punishment. 


As a result of exhaustive tests, 
a new Hustler “Speed King” 
skate, with hard temper rollers, 
has been formally named the 
“500 Mile’ skate. So far does 
the mileage of this new skate 
exceed that of ordinary skates, 
the Hustler Corp. is now in a 
position to offer dealers the 
greatest roller skate selling am- 
munition since skates came into 
existence. 

In 1934, Hustler introduced a 
new, finer “Speed King’’ skate. 
Now, to all the advantages of 
this fine product, hardened steel 
rollers and other new features 
have been added to give Dealers 
a really “red-hot” roller skate. 

The Hustler “hard temper roll- 
er” is made in “halves” of high 
grade, cold-rolled steel. After 
forming, the halves are scienti- 
fically hardened to give the same 
wearing quality to the tread as 
to the bearing surfaces, thus as- 
suring up to 5 times longer life. 


a 





Cross-Section View of Hustler 
Hard Temper Roller 
The accompanying cross-sec- 
tion view of the Hustler “hard 
temper roller’ shows the vast 
departure from the design of 
ordinary skate wheels. Here are 
some of the many advantages of 
this new construction: 
1..Heavy hardened tread (12 
gauge) adds speed and up to 
five times more mileage. 
2. Hardened cone gives equally 
as long mileage as rim. 

3. Four rivets join halves of 
wheel, rigidly, permanently. 
4. Dust cap, with oil hole, fits 
snugly and keeps ‘out dirt. 
5. Double rows of 9 hardened 
steel balls produce the better 
balanced roller, and assure 
more speed and longer life. 











LOWERED AND 
STREAMLINED 
.. MORE SPEED 


GREEN ROLLERS AND 
NICKEL DUST CAPS 
ENHANCE BEAUTY 





The chassis of the Hustler 


“500 Mile’ Roller Skate is low- 
er—only 2% 


inches from the 





ground. This not only improves 
the appearance of the skate, but 
actually gives the skater better 
balance and more grace. With 
the heavier tread of the rollers, 
these features also assure great- 
er speed. 

The modern, streamlined chas- 
sis—the green enameled rollers 
—the bright nickel chassis and 
dust caps— the green sponge 
rubber ankle pads—all produce 
a striking appearance. 


DON’T WAIT 


It will pay you to in- 
vestigate the new Hustler 
“500 Mile’ Roller Skate 
NOW. Think of it—this 
sensational new number 
can be sold at a popular 
price and at a handsome 


margin of profit. Prices 


have been reduced on 
other Hustler numbers. 
Ask your Jobber for com- 
plete information. If he 
cannot supply you, DON’T 
DELA Y — write direct, 
giving Jobber’s name. 


HUSTLER CORPORATION 
Dept. 10 Sterling. Ill. 
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Sell the Hill 


shows complete line. 


R Made in 


3 sizes Dryer 








Talk Quality and Dependability— 


Tell Housewives how the Hill Champion Clothes Dryer saves time, 
labor and steps——they simply revolve it which brings every foot of 
line right before them—hang entire wash without walking a step. 
No lugging heavy basket of wet clothes from place to place. 
erected. Sturdily built. Has folding removable reel and removable 
post. Three sizes to hold 100, 115 and 150 ft. best cotton line. An 
outstanding seller that returns a good profit. Send for Booklet—it 







Guam Clothes Dryer Co., Inc. 
Yard Worcester 


New York Distributor 
H. Kornahrens, Inc. 











and moulded hose. Each 
brand a leader in its own 
price field. A complete 
line that gives you a hose 
for every purpose at a 
price for every purse. 





BOSTON WOVEN HOSE & RUBBER co. 


Cambridge, Mass. 


MFGD. BY ...RADIO STEEL & MFG. CO. 
6515 WEST GRAND AVENUE, CHICAGO 








EETS every garden hose need. 7 stand- 
ard nationally known brands of plied 
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MOULTON LADDERS 


Strong and Safe 


Profitable, Satisfactory Sellers 


YALE (MECHANIC TYPE) STEP- 
LADDER as shown. A quality step- 
ladder, made strong, safe and dur- 
able. Has malleable top hinges 
clamped over top—% in. Steel rod un- 
der each tread with truss block. Steel 
braces under bottom tread. Cad- 
mium plated hardware. Sides 3% 
in. Legs 2% in. with 1% in. rungs. 
Treads 3% in. Sizes 3 to 12 ft. 

Wet. approx. 3 Ib. per ft. 

EXCEL STEPLADDER—a safe, light 
weight stepladder at a lower price 
than the Yale. Sizes: 3 to 12 ft. incl. 
Wet. approx. 2% Ib. per ft. 

Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 


Somerville Mass. 














A years of Consistent 
Sereen Cloth Service to Dealers 
Hard drawn steel wire screen cloth, full 


4 gauge, perfectly woven, heavily zinc 
(2g coated after weaving, lacquered, attrac- 
A 


tive White Satin Finish. 


| stard drawn bronze metal wire, FRI NE 
full gauge, perfectly woven with ng, BRU 
uniform mesh, lacquered, Bright 


or Antique Finish. Sold by leading distributors. 


New York Wire Cloth Company 


500 Fifth Avenue, New York * Faetory: York, Pa. 


for UIL STOVES-RANGE BURNERS 










Bicinrorieg AN attractive, fast-moving 
. item. Descriptive folder 
and prices from your 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhattan, Inc. 
BRIDGEPORT e 26 CONN. 











COMBINATION KEROSENE LANTERN 
STOVE and HEATER 


Robert E. Miller, Inc. 


Domes of Silence, Inc. 
OPTIMUS NO4S 





> a. bs’ 5 


DOMES of SILENCE 


EMCO 
FELT FEET 


THUMB TACKS a 


Cinema wi > -P ay ab 


NUMERAL FLATHEAD ONE PIECE 










UPHOLSTERY 


KEY CAPS 


a) 
CUSHION oz 9 
GUIDES a NeISI2 Pwo. 9H 








Dousies — 
LSLOSET SPACE 
a ) 
ORIVE ON TYPE METAL BED TYPE’ Noo NO 210 a If AA 
2 Y 
— 


Ma\ Da Ja\ Js Tah taV aU Dak 5 35 Pearl Street (“2s 
REMCO REAL CARVED WOOD MOULDING N York - 
Ask your Jobber om see that our Trade-Mark appears ew or 
kage. if he is not supplied—write us. N. 7. 


stove Swedish Optimus Co., Inc. 
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HARDWARE AGE 




















SUFFOLK 









PACKED RIGHT IN CARTONS THAT SELL 











You can tell that we are proud of National 
Window Screens and Screen Doors by the way 
we pack them. We want you to get them in 
the same condition in which they left the fac- 
tory. So we pack and ship them as carefully 
as if they were so many eggs instead of the 
sturdy, wear and weather-resisting merchandise 


that they really are. 


Maybe we are fussy about the way we pack 
them. We admit it. Just as we admit that we 
are fussy about the way National Screen Doors 
are made and the materials that go into them. 


But we know this. Those heavy cartons keep 
us from getting any notices about “Goods 
damaged in transit” and ‘Received in poor 


condition.” 


And dealers everywhere tell us the Window 
Screen carton with its big lettering and fero- 
cious-looking fly makes a highly effective 
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| [” pROTECT 
yoUuR LOVED ONES 


EEP THE FLIES ouT 


INCORPORATED 

















Axsove: National Window Screen Display 
Carton and a display of miniature 
National Screen Doors. 

Ricut: Screen Doors ave packed in car- 
tons like this. All National Screen Com- 
pany products are carton-packed. 


“*silent-salesman” on the coun- 
ter. 


If you think the National 
Screen Doors and Window 
Screens are costly just because 
they are so handsome, you’ve 
got another think coming to 
you. 


N3: oT] 
TWNOLLYN 





You had better get in touch with us or your 
jobber and get the real, satisfying facts. 


National Screen Company, 
Suffolk, Virginia. 

Please send me a copy of your 1935 
catalog showing the complete line of 
National Screen Doors, Window 
Screens and Ventilators. 


Name 


Address 





i cacildovesanses State 


New York Office: 253 Broadway 
Southern Selling Agents: 
SAND & HULFISH, Baltimore 


NATIONAL SCREEN COMPANY 


VIRGINIA 














WINCHESTER 


TRADE MARK 


BUSINESS GETTERS 
FOR YOU IN 1935 


pP LAN your 1935 gun business on past performances. Order 
Winchester World Standard Guns and Ammunition that 
have the call with the shooters. 





With a well-chosen assortment of new, improved and 
popular numbers in stock—and the Winchester Catalog at 
hand for the man with special gun ideas—you will be all set. 
Ready to clinch a profitable sale—with highest customer satis- 
faction—to EVERY gun prospect who comes into your store. 


And the right Winchesters displayed in your window will 
keep bringing them in. 

Place your order with your Jobber NOW for late Winter 
and early Spring gun business. Write us today for a supply 
of latest Winchester Pocket Catalogs and the special folders 
on the particular guns that are most interesting to your trade. 





CARTRIDGES for the SPRING RUSH 
SHOT SHELLS for FALL 


Display world-famous Winchester Ammunition too. 
Winchester’s great reputation, Winchester attractive packaging 
and the superior performing power of Winchester Cartridges 
and Shells all simplify your selling job. Steady repeat sales follow. 
And the completeness of the line accurately meets every demand. 

In .22 rim fires, for opmost speed, range, accuracy, impact, 
carry Winchester Super Speed Staynless. For utmost target accu- 
racy carry Winchester Precision. For all average shooting carry 
regular Winchester Staynless. 

In shot shells Winchester Rangers and, in the increasingly 
popular small-bore sizes (28 gauge and .410), Repeater Super 
Speeds, are what you want for Skeet and Hand Trap shooting. 
Stock them early for early Spring week-end shooting. 

And get your order in soon too for your Fall Hunting ammu- 








nition. In center fire cartridges—Winchester non-mercuric Stayn- 
less non-fouling soft-points and Super Speed hollow-points. 
In shells—supreme Winchester Super Speeds for long range, 
and famous regular Leaders, Repeaters 

and Rangers for all other shooting. Depend- 

able for most customer satisfaction and 

best profits. Valuable 4-color folder on shot 

shells, free for your customers. 


Repeate 
2 Sa | 2 





ARMS CO., NEW HAVEN, CONN., U.S.A. 


HARDWARE AGE 











